Ubud Beauty and Wellness Day Spa




Women and beauty are the two aspects that cannot be distinguished from each 
other. Women always want to look beautiful.  Beauty itself is one of the business  
opportunities that will never die and is everlasting (Anon, 2014). The main reason 
is likely that beauty or willingness to be beautiful is a fundamental need for every 
woman in around the globe. They are eager to spend million rupiahs, go to 
salons, doing scrubing, and buy various kind of treatment products only to be 
beautiful and charming.  
 
Money can be the second priority if women talk about beauty treatment 
(Capitalism, 2014).  Even their primary needs can be postponed but not a beauty 
needs  It can be argued that women feel better to do beauty treatment or buying 
beauty products first then they go for shopping and eating delicious foods. Here is 
where the big business opportunity exists and the demand for beauty products 
and treatments will never receding.  
 
The trend of beauty is not just adored by adults but also by young teens, 
teenagers, and old-aged or mature people. Currently, as stated in the Oprah 
magazine article (Monroe, 2008) women are competing to undertake all kinds of 
treatment for their beautiful self-image. Even though, at the same time, there are 
lot of campaigns raising the value of “natural-real” beauty and preventing women 
from making themselves up too much (Dove, 2014). However, interestingly, all 
“real” beauty campaign leads to the ways of taking care of the face and body 
such as doing treatments, and keeping the body and mind healthy (Goldstein, 
2011). This situation is widely opening to the development of the business in the 
field of beauty.  
 
Furthermore, it is likely that natural-living with healthy lifestyle has been a trend 
in everyday’s life of urban women worldwide including Indonesian women. A spa 
is one of the place for women to pamper themselves along with having beauty 
and wellness treatment where people can get a massage, facials, and body 
treatments like scrubs and wraps. The most popular kind is day spa, where 
people can drop in for the day, such as this Ubud Beauty and Wellness Day Spa. 





In recent years, in Indonesia, skin treatment, body care and body spa 
products are growing rapidly (Anon, 2012). For example Mustika Ratu and 
Sari Ayu Martha Tilaar are famous local brands who always innovate to 
pamper their customers (ibid). This shows of how much the popularity of 
spa or beauty clinic  has been developed as the result of the growth of 
body treatment products.  
2. Face 
A beautiful face is every woman’s dream to show their attractiveness and 
personality. Face dark spot remover, exfoliator, whitener, smoother, 
excluding make-up are the most favourable among all beauty 
products(Anon, 2014). This has inspired businessmen to develop the spa 
and beauty business.  
3. Feet 
Nevertheless, there are also various kind of foot treatment such as 
treatment for cracked feet or sore feet. This leads to the innovation of foot 
spa such as reflexology, and foot sea salt bath. 
 
So, those are the body parts which have given many opportunities to business 
people to explore the spa business. 
 
Essentially, the benefit of this business can be illustrated with the development of 
more and more beauty treatment nowadays (PCHi, 2012). Moreover, some may 
argue that this is one of the businesses that can yield dozens to hundred million 
rupiahs in a month (Anon, 2014). Somehow, spa industry nowadays in Indonesia 
is growing rapidly (Suprapto&Rahayu, 2012). Spa business development pattern 
shows that in the year of 2000 there was a significant increase number of spa 
businesses in Indonesia (ibid).  In the end of 2012, it was stated that exactly 
there were 100,000 spas in Indonesia with aggregate turnover value as much as 
16 trillion Indonesian rupiah (Laoli et al, 2012). It has been stated too that the 
annual increase number of spa businesses in Indonesia remains increasing and 
has reached up to 200 spas (ibid). It is also stated that the rate number of visits 
to spas has experienced a significant increase, up to 50% per year. Statistic data 
showed that the growth number of visits to spas has been very promising to spa 
businessmen who aim to reach a high turnover (ibid).  
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Business opportunity in the spa field is widely open in Indonesia, particularly in 
big cities In Java Island (Januardi et al, 2010). The reasons are mainly because  
Indonesia has many sources and advantages. There are several advantages 
associated with the growth of spas in Indonesia that gives enormous opportunity 
in establishing  a spa: 
-­‐ From the aspect of treatment, Indonesia has a rich of variety of cultures 
and self treatment procedures that suit its wisdom of value and local 
culture since each province is unique.  
-­‐ Spa treatment in Indonesia has a typical unique value in the aspects of 
interior and exterior. Each culture possesses various kinds of architecture, 
accessories and decoration that shows the pluralism of the culture which 
makes the spa more attractive externally. 
-­‐ The nature of Indonesia provides rich source of spices, minerals, flowers, 
ratus, and herbs that cannot be found in any other countries. 
-­‐ Since ancient times, Indonesia has been well known for its massage oil. 
Indonesia is also very innovative in scrub product such as lulur. 
-­‐ Indonesia has numerous  human resources with first class therapists’ 
academies available that yield professional therapists (DuniaSpa, n.d.). 
 
Spa business is interesting so that the development of spa business plan in 
Tangerang City is necessary. Tangerang City location was chosen since it is close 
to Jakarta, the capital city of Indonesia also it is a brand new-developed town 
with lot of tourism attractions, business central district, and strategic location 
(the further explanation will be discussed in the next chapter). 
 
This business plan describes the prepared business capital, the steps in business 
development, business strategy, and business simulation. From the planning 
step, determining the capital requirement, location, market target selection, 
marketing strategy with the S-T-P, environmental and industry analysis, internal 
analysis, and the future 5-year plan.   
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2  Company Profile 
2.1  Name of Company 
The brand name of the company is Ubud: Beauty and Wellness Day Spa. This 
Ubud name was selected from the famous term in Bali. The origin of the name 
Ubud is from the Balinese word "ubad" meaning medicine. This  Hindu’ Sanskrit 
language used as the name of a region in Bali Island which is very popular with 
its strong spiritual healing elements related to the confluence of the two sacred 
rivers, the oos and the pakusera and abundance of natural healing plants and 
herbs that thrive in the area, as well as the numerous balians (natural healers) 
that practice here (Mayaubud, 2011). The traditional village has always had a 
strong spiritual feel surrounding it due to its ancient temples, priests and mystics. 
Away from the crowded tourist areas, this enchanting village with its breathtaking 
landscapes, artistic and cultural charm surrounded by the fresh green terraced 
paddy fields generates an ambience of spiritual tranquility amidst the gracious 
gentility of the Balinese. Therefore, Ubud names can reflect the concept of the 
spa itself that is offering natural and calming ambience whereas Ubud is truly a 
place where people are able to feel spiritually inspired, revitalized and loved. 
Essentially, the using of Ubud name is not just to show the natural feel but also 
to show the traditional method and ingredients used in the treatments without 
disregarding the modern stylish concept of the interior that suits young to mature 
adult women. Another crucial aspect is that this name is not westernized and I 
am certain that the brand will be well accepted with most Indonesian women who 
are the special customer target, who most of them are Moslem (Indonesia is one 
of the largest Muslim countries in the globe (The Countries, 2014)). Therefore, 
the Ubud name is friendly for both among Muslim women and non-Muslim 
women. 
 
Additionally, it is our aim that with this concept that is specialized for women, 
women can be both naturally healthy and beautiful which  aligns with the 
Indonesian traditional culture. Whilst the treatment and healthy body care will be 
the fundamental product and service offered in this spa. 	  	  
2.2  Location  
	  




2.3  Form of Ownership 
	  
The form of ownership of the company or business is individual company because 
the invested capital consisted of personal capital (the owner’s personal savings) 
and additional investment capital from family(parents). The individual ownership 
affects the licensing status’s registration cost of establishing a spa business. 
Indonesian government created different regulation for each form of ownership 




Picture 1. Ubud Spa Logo 
	  
The meaning of the logo design: 
The name of the spa company is Ubud: Beauty and Wellness Day spa. This 
selected name means “medicine” or “wellness treatment”. Ubud Spa is specialised 
for women only in purpose to treat and pamper all women to look naturally 
beautiful and healthy with the traditional culture approach and therefore it is 
believed that the name is suitable. In the aspect of style design, Indonesian 
culture is shown in the logo. The decoration above the “Ubud” word is inspired 
from the Traditional Javanese decoration that can be seen in the front of some 
classic houses in Central Java Indonesia. Stem leaves at the edge of the 
decoration is to illustrate the natural-green living concept of Ubud Spa which 
means that the ingredients used for all treatments are from herbals such as 
leaves, fruits, vegetables, and flowers. Moreover leaves describes fresh and 
natural impression which is very safe and eco-friendly not just for customers but 
also for environment.  
 
Ubud logo’s colour is green because it represents the green-natural concept of 
Ubud Spa itself and also green is the main colour for the interior design for Ubud 
Spa such as the colour of wallpaper and the colour of the bed sheets. On the 
inside of the “D” there is a symbol of a drop of water. It speaks for the symbol of 
purity, that water is the essence of nature. Aside from being an essential of life 
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one cannot go without water very long, it is an ancient symbol of refreshment 
(Anon, n.d). 
 
The pink-pattern background expresses the femininity since pink is a 
stereotypically colour for most women and girls, and this aligns with the concept 
of Ubud spa that specialised for women only.	  	  	  
2.5  Vision, Mission, Objectives 
2.5.1 Vision 
Our visions are: 
§ To offer an excellent service for beauty and healthy all women through the 
continuous improvement in our expertise and knowledge of Indonesian 
traditional herbs and Jamu. 
§ To be the avant-garde spa in preserving Indonesian culture particularly 
Indonesian wellness tradition and traditional beauty. 
§ To be a leader in the natural concept spa which specialized for women either 
in archipelago region or South-east Asia. 
§ To be a leader in familiarizing and promoting Indonesian traditional Jamu and 
herbs to Indonesian youngsters and bringing Jamu to an urban, modern 
lifestyle. 
§ To be the employment providers who are able to accommodate future 
Indonesian talented human resources in beauty.  
	  
2.5.2  Mission 
Our mission is to: 
§ Establish a day spa that enables women to satisfy their beauty and wellness 
needs from top-to-toe, by providing high-end traditional massage and 
wellness rejuvenation services in a caring and professional environment. 
§ Prioritise our customers with integrity, passion, honesty, and patience.  
§ Make our customers’ satisfaction as our benchmark for success. 
§ Employ spa therapists who are certified to work at a national level/standard. 
§ Utilise fresh organic and traditional products that is originally sourced from 
Indonesia’s suppliers. 
§ Practise traditional beauty and wellness treatment technique combined with 
innovative modern therapy. 
§ Undertake  a continuous innovation for the herbal drink and scrub. Also to 
continuously make adjustments between customers’ preferences and 
traditional recipes. 
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§ Provide the best spa service, with sustainable business models for a 
competitive advantage.	  
	  
2.5.3  Objectives 
In executing the business, a company must have objectives to ensure that all the 
decisions will be aligned with the company’s goal. The objectives are divided into 
two categories, short term and long term objectives. 
Short term objectives:  
1. To provide a socialising spa that is specialized for women only, that focuses 
on traditional wellness methods with natural ingredients. 
2. Introducing the traditional herbal drink with a delicious taste without 
disregarding its function to health. 
3. Gaining trust and promoting a positive image of spa service.  
4. Become an established community Spa destination in the region by the end 
of the first 12 months. 
5. Have reached a minimum of 50% loyal clients out of the total number of local 
clients or visitors by the end of the first six months. 
 
Long term objectives: 
1. To have a continuous growth and sustainable business in the field of body 
wellness and beauty treatment 
2. To create an awareness of the importance of natural ingredients for beauty 
and raise awareness of the danger of hazard chemical ingredients such as the 
using of parabens, and aluminium for beauty. 
3. To motivate women to  care for and spoil themselves with Indonesian 
traditional techniques and herbal drinks. 
4. To persuade young adult women to preserve the traditional culture for the 
future young next generation by our mixed modern-traditional concept of 
spa. 
5. To reach economies-of-scale: produce home-made 100% natural Ubud Spa 
body treatment product for fruit extracts body scrub and fresh-made bottled 
Jamu infused drink (with honey/leaves/fruits).	  
2.6  Field of Business 
	  
Ubud Beauty and Wellness Day Spa is a service company. Ubud spa is aimed to 
be the new middle to upscale urban destination in BSD City, Tangerang, 
Indonesia which offering a complete day spa experience with the touch of 
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Javanese and Balinese traditional culture. Ubud spa is created as a homey spa yet 
modern with traditional design. We offer to private comfortable and relaxing 
ambience treatment rooms with the finest spa linens and equipment, and also 
four reflexology wood chairs in the separate area. We ensure all of our clients will 
feel at home and will be able to feel the fresh natural ambience just like at Ubud, 
Bali. Since Ubud is targeting young adults and with a unique marketing strategy 
offer to them, beauty treatment from top-to-toe including make-up and hair-do, 
for making the perfect day of our clients.  
We offer massage in a variety of styles - traditional Balinese Massage such as 
boreh and murut, kerokan, Reflexology, scrubs, and point face massage. We also 
offer traditional ratus for v-spa. The day spa has the traditional mix with new 
Ubud innovated-style ingredients and delicious tasty Jamu which is different with 
the ordinary Jamu but does NOT offer services on hair such as creambath or hair 
spa, hair cutting, styling and coloring since Ubud itself does not want to position 
itself in the hair and beauty salon market or industry. 
 
The only time a make-up and hair-do would be provided, is when it's part of a 
special full treatment on the weekend, like Saturday package treatment or 
Birthday or special occasion full treatment.  
 
Ubud Spa gives care and service for body wellness through the continuum of 
care: body cleansing treatment (shed dirt on body), relaxation, massage(either 
wellness massage or beauty massage) with natural Balinese essential oil which 
can be free-selected by clients themselves, scrubs. By the end of the treatment, 
client will be served with a herb bath which is believed able to refresh body 
accompanied by aromatherapy which can create a quite atmosphere. Clients also 
can choose seasalt, milk, yoghurt, or bring their own bath foam for bath soak. 
Other additional treatment is make-up and hair-do (blow-dry and simple bun 
only). 
 
The customer is required to fill in the form to decide what kind of treatment they 
wish to have, which contains questions about which part of body they want to 
focus for massage, skin type, aromatherapy type, and their after-treatment goal. 
This is purposed to give the suitable service according to their requirement. 
 
Ubud Spa’s other facility, which is also its unique selling point, is the availability 
of herbal drink which is called a fresh made Jamu with the variety of ginger, sour 
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turmeric, sand rice galangal, curcuma zanthorrhiza, and various kind of teas such 
as green tea, Javanese tea, chamomile tea. Some of the drinks can be mixed with 
fruits as sweetener (further details will be explained in Product and Service 
section).	  
2.6 Organisation Structure 
The composition of the board is arranged in the form of an organization structure 
due to the reason that Ubud spa is individual company or Sole Proprietorship 
owned by Rozelia Regina as the Director.   
	  
Diagram 1. Organisation Structure 
 
Job description for each section and salaries can be seen in Appendix 8. 
2.7  Capital Investment 
	  
Investment structure is gained from owner’s own capital investment without bank 
loan which is sufficient to fulfill all of the expenses required. Total requirement is 
375,286,000 IDR.  
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3 Background of Business Establishment 
	  
Nowadays, more Indonesian women, including Muslim women, are more aware of 
how to to treat their body to be beautiful and healthy, whereas in the past most 
Muslim women are not allowed to visit spas(especially mixed spas) and beauty 
salons because some of the stylists or therapists are males (Gunadi, 2009). Ubud 
is built for all Indonesian women to make them feel comfortable without being 
fear of showing genitalia to males. 
 
Driven by my own experience, it was frequently very difficult to find a day spa 
specialised for women near my living area in BSD City. Therefore I am motivated 
to build Ubud Spa. In addition, most of my female close friends are Muslim and 
they also shared their story of how difficult for them to have face and body 
treatment in day spa because their religion does not let them to visit mixed 
gender salons and spas especially because of the male therapists and non-halal 
ingredients. Ubud cares about the ingredients and therefore all of the ingredients 
are vegan friendly and natural.  
 
Ubud Spa also offers Jamu drink since it has been believed that Jamu as 
traditional drink is the most Indonesian ancient heritage that has entered 
international market worldwide  decades ago(Anon, n.d.). The benefit and its 
taste are very popular among people in Indonesia and overseas (ibid).  Since I 
was a child, my grandmother gave me Jamu drink whenever I was unwell, such 
as ginger and galangal if I had symptoms of a cold and flu or cough, and when I 
turned into teenager she gave me turmeric to heal my period sickness. It was not 
delicious at all since most of Indonesian old-aged people do not like to mix the 
Jamu with sweeteners or additional ingredients to make it more tasty because 
they said it can harm the original benefit. However, according to the opinion of 
Dr. Aldrin Nelwan, Indonesian obgynist, from the interview about Jamu drink, he 
was stated that : “If you randomly mix, there will be a reaction between one 
substance with another which can eliminate the benefit of one another. Also, 
there is also the mixture that can strengthen the negative impact, which can be 
harmful for health. For that reason, it is not recommended to mix chemical drugs 
with traditional herbs”.  
 
Thus, I have learned so much about the mixtures which I feel is more tasty than 
ordinary Jamu yet beneficial for health. I agree that it is important to avoid the 
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wrong mixture technique and preserve Jamu’s original efficacy to ensure the 
safety and optimum benefit.  
 
As a spa lover, I also have a massive interest in holistic wellness since my early 
20s. I started to learn about the hazardous effect of some chemical ingredients 
that often composed in cosmetics such as parabens and Aluminium 
Chlorohydrate.. Spa itself is the method of healing the body to its natural state 
and therefore spa should use natural and organic ingredients. In recent years I 
have learnt that some grocery store items are very useful such as the beneficial 
formulas for body skin as well as mind. In the approach of Indonesian traditional 
wellness technique, I put the modern-innovated formulas to the treatments. 
 
In the term of my experience visiting spa that served Jamu, some spas argued 
that drinking Jamu post-treatment will enhance the effect of the treatment. 
Therefore, with my immense passion on Jamu drink and based on my satisfaction 
of drinking Jamu after spa treatment, I see that Jamu drink is necessary as the 
important part of Ubud business.  
 
With my background in technical skill and non-technical skill I am motivated to 
develop the Ubud Spa. Reflecting from my production and industrial engineering 
background combined with my operational management expertise, I am confident 
to operate and control a spa business and explore more strategies with the help 
of my business administration education background.    
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4 Research Methodology 
Several researches were conducted at the beginning of the writing process of 
Ubud Spa business plan, namely customer research, market research, and 
competition research, mixed with secondary research from articles either online 
or written articles. The questionnaires were spread as both online survey and as 
direct survey by questionnaire. The researches were conducted in July 2014 in 
Indonesia. 
4.1  Data Collection 
The data collection is divided into two categories namely primary data and 
secondary data.  
 
i. Primary Data 
Data collection is one of the crucial step in research action and is executed 
after the writer finished making the research design in accordance with the 
problems or data needed for the business plan research. Primary data 
collection was done using a questionnaire. In survey, data collection 
processing has an important role in determining the validity of the research 
result. Primary data is defined as the information or data received from first 
source which technically called as respondents. Primary data can be divided 
into qualitative and quantitative. Qualitative data is in the form of not numeric 
number such as quality, while quantitative data is data in the form of numbers 
such as the amount of revenue and prices (Pengertianahli, 2014). 
 
Data retrieval which was conducted  online using the survey service is aligned 
with the term and rules along with the traditional research method 
(Underacademy, 2013). The difference is the means and a way of delivering 
and gathering the respondents. In this business plan paper, the data collection 
means were done with both online and also direct method. 
 
The online survey was conducted using surveymonkey (URL: 
https://www.surveymonkey.com/s/GTKQ3ZV) and the direct survey using 
questionnaires that were propagated to publics particularly for women 
respondents only in the area of Tangerang City, Indonesia. Both were collected 
from 7-20 July 2014. Moreover, both survey results were collected from total 
72 respondents in and around BSD City. Questionnaires were distributed 
randomly but limited to women respondents only and aligned with business 
context namely women and in still active-age namely young adult from 17 to 
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29 years old and adult women from 30 to early 40 years old. Thus, 
respondents are women that are living, working, or visiting in the area where 
the business will be established, namely residents who are domiciled in the 
radius of The Icon Cluster Residence in BSD City, around business district at 
BSD City, BSD City office building, and BSD City Shopping Centre visitors. 
Later on these respondents are the potential customers for Ubud Spa.  
 
Data collection from both methods were combined and summarized using 
diagrams shown in section 6(Customer and Market Survey Analysis). 
Moreover, another primary data to gather more information about competitors, 
their prices,  suppliers, and environmental situation in BSD City area was 
taken from several direct interviews with related parties such as interview 
with: 
-­‐ Beauty therapist (from competitors: Poetre, Mom n Jo, Bale Kupu) 
-­‐ A notary specialized in business establishment 
-­‐ BSD City company developer employee 
-­‐ Scrubs and herbal ingredients suppliers 
 
ii. Secondary Data 
Secondary data is defined as data that has previously been collected (primary 
data) that is utilized by a person other than the one who collected the data. 
Secondary data is often used in social and economic analysis, especially when 
access to primary data is unavailable.  In this paper the secondary data was 
collected to complement the research data collection in order to support the 
analysis.  Mainly, the secondary data was collected from online sources such 
as articles and surveys. 
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Diagram 2. Model of Ubud’s Business Plan Process 










































5  Company’s Overview 
5.1  Business Profile 
Ubud Spa is established under the Sole Proprietorship limited company which 
emphasizes its operational business by prioritizing women for spa treatment 
service as its main field of business. In operating the business, Ubud Spa plans to 
establish a long term relationship with a Javanese spa treatment products 
supplier, LondoAyu, which is based at Yogyakarta, Central Java Indonesia and a 
Balinese products supplier, Bali Alus, which is based in Bali. Furthermore, Ubud 
Spa is also looking forward to establish long term relationship with essential oils 
supplier which is a close friend of the owner and seeking for the most negotiable 
spices and herbs supplier. 
 
Ubud Spa will be developed with an continuous improvement of its marketing, 
financial, operational and human resources strategy . Ubud spa is responsible for 
establishing an ethical sustainable company compatible with the control under 
Law and legal supervision from the Ministry of Health particularly in the term of 
licensing agreement and sanitation and also under the control of Indonesian 
consumer agency.  
 
For the short term, Ubud Spa focuses on developing the business by promoting 
the business and in the long term aims to expand the business with ideal number 
of employees. Moreover, Ubud Spa plans to add more private treatment rooms to 
accommodate more customers. 
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5.2  Scope of Business 
With reference to Indonesian law, regulations of establishing business in the field 
of beauty, as the initial step Ubud will be established as a homey-small scale spa 
business with two limited private treatment rooms and will sell Jamu drink for 
health maintenance purpose. Jamu drink will be freshly made daily aligned with 
the Ministry of Health requirements of hygiene and safety. The Spa will serve 
traditional massage, face and body treatment, reflexology(foot massage), and  
make-up and hair-do by stylists. 
5.3 Company’s General Strategy 
Since Ubud Spa is developed as a non-franchise strategy then the strategy will be 
developed based on the company’s vision and mission without any limitation of 
one particular standardization.  
 
According to my research, there are several reasons of why Ubud Spa chooses 
cost leadership-best value as the main generic strategy such as vigorous 
competition and high price-sensitivity of customers. For that reason, the company 
must achieve a competitive advantage in ways that are difficult for competitors to 
copy or match (David, 2013). Generally, to achieve that, the cost leadership 
strategy must be pursued in conjunction with differentiation (ibid).  
 
This strategy means a company gives a qualified service with a reasonable and 
suitable price for target customers. Whilst differentiation will be achieved with 
innovation for both products and services. These are reflected in the price lists in 
section 7.2. Moreover, marketing strategy formulation as seen in section 9 shows 
that Ubud Spa strives to gain market share through several promotion actions.	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6 Customer and Market Research Analysis 
Our primary data research is a fundamental pre-requirement for further external 
analysis which will determine our marketing plan, operational plan, and also will 
be our main consideration for price determination, and to formulate the 
investment requirement based on the size of the market and our capacity. 
 
Demographic research gives major impact on products and services offered. 
Demographic factors are shaping the way people live, work, and consume (David, 
2013). It can be argued that new trends in the industry are creating a different 
type of  customers’ preferences, and consequently, a need for different products, 
different service and different strategies. Therefore demographic, customer and 
market research are best tools to summarise the essential variables that 
represent opportunities and threats for Ubud. The list of questions can be seen in 
the Appendix 2.  
 
Several factors that can be gathered from these researches are: 
-­‐ Number of single and married women. This data is used to determine their 
buying behavior and to assess whether marriage can correlate with buying 
behavior and spending. 
-­‐ The area they are living at and area they are working at. This data is used 
to know how potential are they to be our customer 
-­‐ Income and monthly spendingàto know how big the proportion of their 
spending with their monthly income. 
 
Summary of data collection from online survey can be seen in Appendix 4(40 
respondents) and data collection from direct or on-field survey by printed 
questionnaire can be seen in Appendix 3(including the collected of 32 printed 
questionnaires). Below are the first 7 questions about demographic factors: 
Q1:	  
What is your gender? 
Answer Options Response Percent 
Response 
Count 
Female 100.0% 72 
Male 0.0% 0 
answered question 72 
skipped question 0 




Diagram 3. Respondents Gender  
Q2:	  
How old are you? 
Answer Options Response Percent 
Response 
Count 
10-19 1.4% 1 
20-29 38.9% 28 
30-39 37.5% 27 
40-49 20.8% 15 
>50 1.4% 1 
answered question 72 
skipped question 0 
Table 2. Age Range 
	  
	  
Diagram 4. Range of Age 
	  
What is your gender? 
Female 
Male 








What is your marital status? 
Answer Options Response Percent 
Response 
Count 
Single 48.6% 35 
Married 51.4% 37 
answered question 72 
skipped question 0 
Table 3. Marital Status 
	  
	  



























Which area do you l ive at? 
Answer Options Response Percent 
Response 
Count 
BSD City 20.8% 15 
Summarecon Serpong 1.4% 1 
Melati Mas 2.8% 2 
Bintaro 1.4% 1 
Tangerang City/Kota Tangerang dan 
sekitarnya 13.9% 10 
Jabodetabek 52.8% 38 
Other (please specify) 6.9% 5 
answered question 72 
skipped question 0 
Number Response Date Other (please specify) Categories 
1 Jul 8, 2014 9:43 AM west jakarta 
 2 Jul 6, 2014 2:21 PM dki jakarta timur 
3 Jul 6, 2014 8:23 AM jakarta barat 
 4 Jul 6, 2014 3:16 AM North Jakarta, Indonesian 
5 Jul 7, 2014 3:16 AM Alam Sutera 
 	  



















Where do you work? 
Answer Options Response Percent 
Response 
Count 
BSD City 23.6% 17 
Summarecon Serpong 0.0% 0 
Melati Mas 1.4% 1 
Bintaro 1.4% 1 
Tangerang city/Kota Tangerang dan 
sekitarnya 2.8% 2 
Jabodetabek 65.3% 47 
Other (please specify) 5.6% 4 
answered question 72 
skipped question 0 
Table 5. Working Area 
	  
	  
Diagram 7. Working Area 
Q6:	  
How much is your monthly income?(in mil l ion Indonesia 
Rupiah) 




1-3,9 30.6% 22 
4-6,9 22.2% 16 
7-9,9 16.7% 12 
10-14 13.9% 10 
>14 16.7% 12 
answered question 72 
skipped question 0 
Table 6. Monthly Income 
	  










Diagram 8. Monthly Income 
	  
Q7:	  







<1 5.6% 4 
1-3,9 52.1% 37 
4-6,9 16.9% 12 
7-9,9 12.7% 9 
>10 12.7% 9 
answered question 71 
skipped question 1 
Table 7. Money Spending Monthly 
	  
	  
Diagram 9. Money Spending Monthly 
	  














According to the result there are several points that can be gathered: 
-­‐ In BSD City are the number of single and married women are equal with 
the majority age is ranging from 20-39 years old 
-­‐ Most of the respondents live at BSD City and the nearest city which is 
Jakarta(the capital city) and 65% of those work in Jakarta. We can 
conclude that most of BSD City residents are commuters who live at BSD 
City but work daily in Jakarta and vice versa(live at Jakarta but work in 
BSD City).  
-­‐ Averagely their income are ranging from 1-6,9 million IDR and 50% of 
them spend 1-3,9 million IDR monthly.  
 
The next questions will show their buying behavior based on their spending for 




How much would you spend your money for beauty 
treatment purpose such as spa, hair salon, facial treatment, 
wellness treatment(tradit ional massage, herbal) monthly? 
(in thousand Indonesia Rupiah) 
Answer Options Response Percent 
Response 
Count 
<100 15.3% 11 
100-299 25.0% 18 
300-499 40.3% 29 
500-699 16.7% 12 
>700 2.8% 2 
answered question 72 
skipped question 0 




Diagram 10. Money Spending for Beauty Treatment Purposes 
	  
Q9:	  
How often do you visit beauty or spa venue in a month? 
Answer Options Response Percent 
Response 
Count 
Never 12.5% 9 
once a month 77.8% 56 
2-4 times a month 9.7% 7 
> 4 times a month 0.0% 0 
answered question 72 
skipped question 0 
Table 9. Frequency of Visiting a Spa 
	  
	  
Diagram 11. Frequency of Visiting a Spa 
	  
 
How much would you spend your money for beauty treatment purpose such 
as spa, hair salon, facial treatment, wellness treatment(traditional massage, 






How often do you visit beauty or spa venue in a month? 
Never 
once a month 
2-4 times a 
month 
> 4 times a 
month 
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There are several points that can be gathered from those research results: 
-­‐ Most of the respondents would like to spend 300-500 thousand IDR per 
month although some respondents also only spend 100-299 thousand IDR, 
-­‐ most of those only visit a spa once a year, this shows that spa is not a 
venue that people can regularly visit just like they visit supermarket or 
bookstore, however this is a crucial factor that should be considered in 
formulating marketing strategy plan.  
 




What do you l ike most about the spa and wellness 






massage and wellness treatment 29.7% 30 
face and body care 29.7% 30 
hair spa and treatment 37.6% 38 
make up 2.0% 2 
special package(bridal, special occasions) 1.0% 1 
Other (please specify) 0.0% 0 
Table 10. Preferable Treatment 
	  
	  


























































































What do you like most about the spa and wellness treatment? (you may choose 
more than one answer) 
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Q11:	  
What kind of spa massage treatment do you l ike most? 
Answer Options Response Percent 
Response 
Count 
Boreh&Murut 2.8% 2 
Kerokan 4.2% 3 
Traditional massage/pijat tradisional 63.9% 46 
Reflexology/pijat refleksi 25.0% 18 
Hot stone 1.4% 1 
Shiatsu 1.4% 1 
Other (please specify) 1.4% 1 
answered question 72 
skipped question 0 
Table 11. Preferable Spa and Massage Treatment 
	  
	  
Diagram 13. Preferable Spa and Massage Treatment 
	  
Where do you l ike most for the location of the spa venue? 




In around housing estate/kompleks 
perumahan 76.9% 30 
near or in the office buildings/dalam 
gedung perkantoran 15.4% 6 
home store/ruko 48.7% 19 
shopping centre 41.0% 16 
Hotel 0.0% 0 
Other (please specify) 0.0% 0 
answered question 39 
skipped question 1 
Table 12. Preferable Spa Location 
	  











Diagram 14. Preferable Spa Location 
	  
Q15:	  
How important is convenience when choosing spa and 
wellness service? 
Answer Options Response Percent 
Response 
Count 
extremely important 29.2% 21 
quite important 34.7% 25 
moderately important 25.0% 18 
slightly important 6.9% 5 
not important at all 4.2% 3 
answered question 72 
skipped question 0 
Table 13. Convenience Level 
	  
	  
Diagram 15. Convenience Level 
	  
Where do you like most for the location of the spa venue? 
In around housing estate/
kompleks perumahan 
near or in the office buildings/




Other (please specify) 







not important at all 
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Q16:	  
How do you l ike the design and concept of the venue? 
Answer Options Response Percent 
Response 
Count 
extra luxurious 5.6% 4 
ordinary luxurious 25.0% 18 
clean and simple 69.4% 50 
below simple 0.0% 0 
answered question 72 
skipped question 0 
Table 14. Preferable Design and Concept 
	  
	  
Diagram 16. Preferable Design and Concept 
	  
Q17:	  
What service(s) would you l ike to add to improve the service of the new 
established spa venue? 
Answer Options Response Count 
  52 
answered question 52 
skipped question 20 
   No. Response Date Response Text 
1 Jul 15, 2014 1:42 PM meni & pedi 
2 
Jul 9, 2014 1:01 AM 
The spa staff needs to be fully educated regarding the 
product and services sold coz i will more continue with 
they service if i enjoyable but also educational 
experiance at the spa 









Jul 8, 2014 9:43 AM 
Spa indoor garden theme or semi outdoor garden but 
quite environment with nature theme 
4 Jul 8, 2014 5:24 AM kemampuan pijet terapis 
5 Jul 7, 2014 1:56 PM Sorry, saya tdk pernah ke spa 
6 Jul 6, 2014 4:17 PM V spa 
7 Jul 6, 2014 2:49 PM convenience 
8 Jul 6, 2014 1:01 PM Affordable price and good service 
9 Jul 6, 2014 8:23 AM Gatau 
10 Jul 6, 2014 7:52 AM Discount 
11 Jul 6, 2014 5:52 AM More friendly with customer 
12 Jul 6, 2014 3:16 AM Slimming treatment 
13 Jul 6, 2014 3:07 AM Comfort 
14 Jul 6, 2014 2:59 AM Better Service 
15 Jul 5, 2014 5:05 PM nothing 
16 Jul 5, 2014 4:26 PM discount. some snack and softdrink for welcome. 
17 Jul 5, 2014 3:24 PM nothing 
18 Jul 5, 2014 1:22 PM nothing 
19 Jul 5, 2014 12:39 PM Body massage and free some of  spa products 
20 Jul 5, 2014 12:33 PM Special discount selama soft opening 
21 Jul 5, 2014 11:49 AM Use natural ingredients, good massage service 
22 Jul 5, 2014 11:46 AM Make up included 
23 Jul 5, 2014 11:39 AM A food delivery 
24 Jul 5, 2014 10:05 AM Chinese traditional health treatment 
25 Jul 5, 2014 7:50 AM i have no idea 
26 Jul 4, 2014 10:29 PM Make sure that foodcourt is available 
27 Jul 5, 2014 10:29 PM make up included 
28 Jul 6, 2014 10:29 PM free herbal drink e.g.:ginger 
29 Jul 7, 2014 10:29 PM free voucher every 2-4 times of visit 
30 Jul 8, 2014 10:29 PM welcome drinks 
32 Jul 9, 2014 10:29 PM better than the other 
33 
Jul 10, 2014 10:29 
PM better than competitors 
35 
Jul 11, 2014 10:29 
PM honest staff 
36 
Jul 12, 2014 10:29 
PM free gift and voucher monthly 
37 
Jul 13, 2014 10:29 
PM free welcome drink, light music, clean environment 
38 
Jul 14, 2014 10:29 
PM make up included 
39 
Jul 15, 2014 10:29 
PM better service 
40 
Jul 15, 2014 10:29 
PM make up included 
43 
Jul 15, 2014 10:29 
PM better service 
44 
Jul 15, 2014 10:29 
PM convenience and comfort 
45 
Jul 15, 2014 10:29 
PM canteen 
46 
Jul 15, 2014 10:29 
PM free voucher 
47 
Jul 15, 2014 10:29 
PM free snacks and drinks 
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48 
Jul 15, 2014 10:29 
PM free drinks 
49 
Jul 15, 2014 10:29 
PM free 1 year membership 
50 
Jul 15, 2014 10:29 
PM free membership 
51 
Jul 15, 2014 10:29 
PM good service 
52 
Jul 15, 2014 10:29 




How much do you l ike the spa and wellness venue 
specif ically for women only(no men allowed)? 




extremely like 36.6% 26 
quite like 31.0% 22 
moderately like 23.9% 17 
slightly like 4.2% 3 
not like at all 4.2% 3 
answered question 71 
skipped question 1 
Table 15. Service for Ubud Spa 
	  
	  









How much do you like the spa and wellness venue 











How important is the natural ingredients used in the spa 
treatment? 




extremely important 45.8% 33 
quite important 26.4% 19 
moderately important 20.8% 15 
slightly important 5.6% 4 
not important 1.4% 1 
answered question 72 
skipped question 0 
Table 16. Natural Ingredients Preference 
	  
	  
Diagram 18. Natural Ingredients Preference 
	  
Q20:	  
What kind of ingredients do you l ike most for massage and 
scrub? 
Answer Options Response Percent 
Response 
Count 
Traditional Balinese Herb(boreh, kamboja 
flavour, etc) 31.9% 23 
Fruits(strawberry, chocolate, vanilla, etc) 23.6% 17 
Flowers(Jasmine, rose, green tea leaves, 
chammomile, lavender) 41.7% 30 
Other (please specify) 2.8% 2 
answered question 72 
skipped question 0 














1 Jul 5, 2014 1:22 PM 
all kinds of natural 
ingredients 
	  
Table 17. Preferable Ingredients 
	  
	  
Diagram 19. Preferable Ingredients 
	  
Q21:	  






one hour 25.0% 18 
2 hours 63.9% 46 
> 2 hours 11.1% 8 
answered question 72 
skipped question 0 
Table 18. Length of Time for Spa Treatment 
	  
	  
What kind of ingredients do you like most for massage and 
scrub? 
Traditional Balinese 




Flowers(Jasmine, rose, green 
tea leaves, chammomile, 
lavender) 
Other (please specify) 
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Diagram 20. Length of Time for Spa Treatment 
	  
Q22:	  
When is your preferable t ime to visit the spa venue? 




Weekdays 23.6% 17 
Weekend 69.4% 50 
public holiday 6.9% 5 
answered question 72 
skipped question 0 
Table 19. Preferable Time 
	  
	  








How long would like to spend in the spa venue? 
one hour 
2 hours 
> 2 hours 






How much would you l ike to pay for a one-time massage 
treatment?(in thousand Indonesia Rupiah) 
Answer Options Response Percent 
Response 
Count 
< 150 33.3% 24 
150-250 45.8% 33 
260-500 18.1% 13 
510-800 2.8% 2 
>800 0.0% 0 
answered question 72 
skipped question 0 
Table 20. Massage Treatment Price 
	  
	  
Diagram 22. Massage Treatment Price 
	  
From those customer’s preferences survey, there are some conclusions: 
-­‐ Since Ubud Spa oly focuses on body treatment then the hair preference 
can be eliminated, thus 60 responses  showed that face and body 
treatment and massage and wellness treatment are favorable. 
-­‐ The most favorable treatment in a spa is traditional massage while 
reflexology is the second favourite. 
-­‐ Most of the respondents seem would like to visit a spa that is located in 
around housing estates that is mean not in the shopping centres(which are 
not just crowded on the weekend but also commonly offer high price)à 
this is the key determination for Ubud Spa to select the location which is 
In the Icon Business Park inside The Icon cluster resident. 
How much would you like to pay for a one-time massage treatment?  







-­‐ Most of the respondents agree that convenience is the main consideration 
to choose a spa venue, however most of them chose clean and simple 
design rather than luxurious design. 
-­‐ Some respondents gave some beneficial comments that are beneficial for 
Ubud Spa’s marketing plan such as they enquire free voucher, free 
membership, free welcome drink, provide make-up service. 
-­‐ 36,6% of respondents were extremely prefer spa specialized for women 
only, it is likely that lot of women in the area are difficult to find women 
spa since most of the spa venues are uni-sex and male-spas. 
-­‐ Natural ingredients is extremely importantà this shows that nowadays 
modern and educated people are starting to aware the dangerous of 
chemical and hazardous substances for beauty treatment. 
-­‐ 41% responses like flowers (such as jasmine, lavender, which is a 
common flavor of essential oils using in spa), 32% like traditional Balinese 
such as boreh and murut for spa treatment and 23,6% like fruits as the 
main ingredients for spa treatmentàUbud Spa innovates by using the 
combination and customization of those three main ingredients. 
-­‐ Spend 2 hours on the weekend seems the most favorable time for most of 
respondents which nearly 46% of those are willing to pay 15-250 
thousang IDR per treatmentàas main consideration factors, Ubud Spa 
then provide some of the treatment with 2 hours duration and also 1 hour 
and 1,5 hours duration with the average price in the market. 
 




















How often do you consume Indonesian Tradit ional herbal 
drink/Jamu in a month? 
Answer Options Response Percent 
Response 
Count 
Never 22.2% 16 
1-2 times 40.3% 29 
2-7 times 8.3% 6 
Daily 4.2% 3 
when needed for sickness 23.6% 17 
Other (please specify) 1.4% 1 
answered question 72 
skipped question 0 
    





1 Jul 5, 2014 12:39 PM when need 
 	  
Table 21. Frequency of Consuming Jamu 
	  
Q25:	  
What kind of problems that you wish to heal from consuming 
Jamu? (may choose more than 1 answer) 




Period/menstruation illness 17.0% 16 
trapped wind 25.5% 24 
fatigue&dizziness 20.2% 19 
stomach disorder 5.3% 5 
impoving immune 10.6% 10 
beauty purpose(eliminating acnes, brighten 
the skin) 13.8% 13 
warm up body 6.4% 6 
Other (please specify) 1.1% 1 
answered question 39 
skipped question 1 
    





1 Jul 5, 2014 3:42 PM none 
 	  





Diagram 23. Benefits of Jamu 
	  
Q26:	  
What is your most preferable Jamu drink ingredients? 




Temulawak/Curcuma Zanthorrhiza 4.2% 3 
Kunyit Asam/Sour Turmeric 45.8% 33 
jahe/Ginger 20.8% 15 
Beras kencur/Rice Galangal 13.9% 10 
buah&sayuran(Fruits&Leaves) 8.3% 6 
Other (please specify) 6.9% 5 
answered question 72 
skipped question 0 
    





1 Jul 8, 2014 9:43 AM 
preferred 
tea 
 2 Jul 5, 2014 3:42 PM none 
 3 Jul 5, 2014 12:39 PM All 
 Table 23. Preferable Flavour of Jamu 
	  
What kind of problems that you wish to heal from consuming Jamu?  









Diagram 24. Preferable Flavour of Jamu 
Q27:	  
How much do you l ike the fresh-made Jamu instead of 
packaged-instant jamu? 
Answer Options Response Percent 
Response 
Count 
extremely like 13.9% 10 
quite like 40.3% 29 
moderately like 26.4% 19 
slightly like 5.6% 4 
not like at all 13.9% 10 
answered question 72 
skipped question 0 
Table 24. Fresh Jamu Preference 
	  
	  
Diagram 25. Fresh Jamu Preference 
	  

















not like at all 
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Q28:	  
How much do you l ike to drink Jamu after the spa 
treatment? 
Answer Options Response Percent 
Response 
Count 
extremely like 15.3% 11 
quite like 23.6% 17 
moderately like 34.7% 25 
slightly like 9.7% 7 
not like at all 16.7% 12 
answered question 72 
skipped question 0 
Table 25. Preferable Drinking Jamu After Treatment 
	  
	  
Diagram 26. Preferable Drinking Jamu After Treatment 
	  
Q29:	  
How much would you l ike to pay for a glass of fresh-made 
Jamu drink in thousand Indonesia Rupiah? 




<15 59.2% 42 
16-25 26.8% 19 
>25 5.6% 4 
Free as included in package 8.5% 6 
answered question 71 
skipped question 1 
Table 26. Jamu Price 
	  







not like at all 
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Diagram 27. Jamu Price 
	  
There are several conclusions associated with Jamu drink customer research: 
-­‐ Most of the respondents consume Jamu drink only occasionally when 
needed for 1-2 times a month 
-­‐ Most of them consume Jamu drink to heal trapped wind, fatigue, and 
period illness disorder 
-­‐ Sour turmeric is the most preferable taste of Jamu drink 
-­‐ 59,2% would like to pay ≤15 thousand IDR per glass of Jamu drink 
-­‐ Pricing survey will determine Ubud Spa’s drink price and to formulate 
advance marketing plan to promote Jamu drink which is recently is not a 
popular drink compares with tea and fresh juice. 
 




Do you have any preferable spa venue or become a member 






Yes 21.1% 15 
No 78.9% 56 
answered question 71 
skipped question 1 
Table 27. Preferable Spa Venue 
	  
How much would you like to pay for a glass of fresh-








Diagram 28. Preferable Spa Venue 
Q13:	  
If  yes, where is it? (if  No, just choose other) 
Answer Options Response Percent 
Response 
Count 
Martha Tilaar Spa 45.2% 14 
Taman Sari Royal Heritage 3.2% 1 
Spa at Hotels 3.2% 1 
Other (please specify) 48.4% 15 
answered question 31 
skipped question 14 
    





1 Jul 8, 2014 5:24 AM salon muslimah 
2 Jul 7, 2014 1:56 PM 
no 
comment 
 3 Jul 6, 2014 2:49 PM salon 
 4 Jul 5, 2014 5:05 PM home 
 5 Jul 5, 2014 4:26 PM home 
 6 Jul 5, 2014 3:42 PM i don't have 
 7 Jul 5, 2014 3:24 PM Ada deh 
 8 Jul 5, 2014 1:22 PM spa venue 
 9 Jul 5, 2014 12:39 PM terraspa 
 10 Jul 5, 2014 11:39 AM mobile spa at home 
11 Jul 5, 2014 11:34 AM nano reflexiology 
12 Jul 5, 2014 10:05 AM 
Bersih 
Sehat 
 13 Jul 6, 2014 10:05 AM Amani salon&spa 
14 Aug 7, 2014 10:05 AM Johnny Andrean 
	  




Table 28. Preferable Spa Venue(2) 
	  
	  
Diagram 29. Preferable Spa Venue(2) 
	  
It can be concluded that: 
-­‐ Most of the respondents are currently not joining at spa venue in the area 
which is a good opportunity factor for Ubud Spa in formulating marketing 
strategy. 
-­‐ Martha Tilaar is one of the most famous spa venue in Indonesia, however 
Martha Tilaar is not Ubud Spa’ major competitor since it has different 
position and target.  
 
The last two questions below is about Ubud Spa marketing strategy which the 
research questions wanted to determine the best way to promote the business 
and to determine its USP(Unique Selling Point). 
	  
Q30:	  







Discount voucher from collaborated-
businesses such as from restaurants, 
boutiques 
38.0% 27 
Social media advertisements 52.1% 37 
Brochures 9.9% 7 
Other (please specify) 0.0% 0 
answered question 71 
skipped question 1 
If yes, where is it? (if No, just choose other) 
Martha Tilaar Spa 
Taman Sari Royal 
Heritage 
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Table 29. Promotion Tools 
	  
	  
Diagram 30. Promotion Tools 
	  
Q31:	  
What unique factor would make you more l ikely to use our new spa 
venue ? 
Answer Options Response Count 
  58 
answered question 58 
skipped question 14 
   No Response Date Response Text 
1 Jul 15, 2014 1:42 PM thermes marins spa 
2 Jul 9, 2014 1:01 AM A unique musical backing, treatment room 
3 Jul 8, 2014 9:43 AM 
The natural theme with very clean + spacious room 
+ fresh aromatic air 
4 Jul 8, 2014 5:24 AM Cheap 
5 Jul 7, 2014 1:56 PM sorry, saya tidak pernah ke spa 
6 Jul 6, 2014 4:17 PM interesting complete package with affordable price 
7 Jul 6, 2014 2:49 PM Service 
8 Jul 6, 2014 1:01 PM Environment 
9 Jul 6, 2014 8:23 AM Modern design, comfort and friendly 
10 Jul 6, 2014 7:52 AM Disc up to 50% once a week 
11 Jul 6, 2014 5:52 AM Using herbal ingredients 
12 Jul 6, 2014 3:16 AM Using Aromatherapy 
13 Jul 6, 2014 3:07 AM Tradisional 
14 Jul 6, 2014 2:59 AM 
cozy, lowest price, highest quality at affodable 
price 
15 Jul 5, 2014 5:05 PM free gift 
16 Jul 5, 2014 4:26 PM Comfort, low price 
17 Jul 5, 2014 3:24 PM Massage style 
18 Jul 5, 2014 1:22 PM Tradisional style 
What kind of promotion do you prefer for our introduction to 
market? 
Discount voucher from 
collaborated-businesses such 
as from restaurants, boutiques 
Social media advertisements 
Brochures 
Other (please specify) 
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19 Jul 5, 2014 12:39 PM Location and price 
20 Jul 5, 2014 12:33 PM 
Nice place with excellent massage 
service,affordable price 
21 
Jul 5, 2014 11:49 AM 
difference product from its competitors, such as the 
lowest price, the highest quality, what your spa 
have that competitors don't. 
22 Jul 5, 2014 11:46 AM A relaxing ambience. 
23 Jul 5, 2014 11:39 AM Beautiful interior design and good spa package 
24 
Jul 5, 2014 10:05 AM 
Using the traditional treatment especially asian 
traditional treatment and also use natural 
ingredients for the medicine with less or without 
chemical component 
25 Jul 5, 2014 7:50 AM i like choose javanese spa style 
26 Jul 4, 2014 10:29 PM Convenient place, friendly staffs 
27 Jul 5, 2014 10:29 PM getting the merchandise in every join the spa 
28 Jul 6, 2014 10:29 PM cozy and good design 
29 Jul 7, 2014 10:29 PM affordable and clean 
30 Jul 8, 2014 10:29 PM cheap but good service 
31 Jul 9, 2014 10:29 PM location with easy transportation 
32 Jul 10, 2014 10:29 PM modern minimalist with traditional look 
33 Jul 11, 2014 10:29 PM modern minimalist without traditional look 
34 Jul 12, 2014 10:29 PM professional massage, quite atmosphere 
35 Jul 13, 2014 10:29 PM clean and cheap 
36 Jul 14, 2014 10:29 PM minimalist, luxurious, traditional 
37 Jul 15, 2014 10:29 PM modern design, traditional 
38 Jul 15, 2014 10:29 PM - 
39 Jul 15, 2014 10:29 PM venue with aromatherapy smell 
40 Jul 15, 2014 10:29 PM lower price, different with competitors 
41 Jul 15, 2014 10:29 PM chic appearance 
42 Jul 15, 2014 10:29 PM modern and traditional concept 
43 Jul 15, 2014 10:29 PM using aromatheraphy 
44 Jul 15, 2014 10:29 PM using herbal ingredients 
45 Jul 15, 2014 10:29 PM Canteen 
46 Jul 15, 2014 10:29 PM modern design 
47 Jul 15, 2014 10:29 PM low price 
48 Jul 15, 2014 10:29 PM modern and chic 
49 Jul 15, 2014 10:29 PM near public transportation 
50 Jul 15, 2014 10:29 PM near public transportation 
51 Jul 16, 2014 10:29 PM with slow music 
52 Jul 16, 2014 10:29 PM Canteen 
53 Jul 16, 2014 10:29 PM traditional treatment 
54 Jul 16, 2014 10:29 PM Comfortable 
55 Jul 16, 2014 10:29 PM Cheaper 
56 Jul 18, 2014 10:29 PM Cheaper 
57 Jul 19, 2014 10:29 PM Promotion 
58 Jul 20, 2014 10:29 PM online pre-booking 
Table 30. Unique Value Comments for Ubud Spa 
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As a conclusion, social media seems as the most attractive promotion tools 
for Ubud Spa since from the market research result most of the respondents 
prefer social media which is likely because most of them using social media in 
their daily lives 
7  Product and Service Offered 
Ubud Spa offers various kinds of spa treatments for beauty and wellness. From 
Face Point massage and spa, Balinese traditional body massage rituals, Aromatic 
massage treatments, Fruit Extract Massage and Scrub Treatment, Teas and 
leaves yogurt body mask and massage, and Relaxing Wellness Body Wrap the 
treatments will be executed in different area with reflexology.   
7.1 Our Venue 
Ubud Spa has two private rooms for body treatments which each of those 
equipped with a bath tub. One of the private rooms has a v-spa chair or ratus 
chair. While reflexology will be on the ground floor with 4 cozy sofa-chairs with 
the view to the back garden. 
	  
	  





Picture 3. Ubud’s Plan: Bath Tub 
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Picture 4. Ubud’s Plan: Reflexology Area at the Ground Floor              
(Puri Santi, 2014) 
 
7.2 Services 
Below are further description of the offers (All prices in thousand IDR1 and are 
subjected to 30% local government tax and service charge). 
	  
Face Point Massage and Spa 
All facial treatment use fresh fruit ingredients and  
essential oils which are suitable for all skin types and can be combined with a 10 
minute aromatherapy back massage. 
	  
Face point massage (essential 
oils: lavender, frangipani flower, 
jasmine) 
 
60 min 85 
Face point massage + back 
massage 
70 min 100 
Table 31. Face Point Massage and Spa Price List 
	  
Customer may add one or more of the following treatments to any of facial 
massage to customize their spa treatment: 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  £1 = 20,000 IDR	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1. 10 min head and foot massage after facial treatment for 30 IDR 
2. A shiatsu pressure point eye massage for 20 IDR	  
	  
Balinese Traditional Body Massage Rituals 
This service is consisted of Balinese Boreh mask, Balinese Murut mask, and 
Balinese traditional herbal spiced bath. 
Balinese Boreh and Balinese Murut are the traditional remedies among the 
balinese royalties since centuries ago (Tamansarispa, n.d.). It is believed since a 
long time ago that Boreh gives several benefits. It stimulates body warmth and 
soothes aching muscles and joints. Moreover Boreh is also good for healing flu 
symptoms such as fevers, headaches, and preventing colds. Bali Alus Boreh is 
made from spices that able to remove dead skin cells, making the skin soft, 
clean, moist and keep it healthy . The other crucial benefit is to overcome 
rheumatism which can be felt after several regular treatment. The spices are 
clove, milk, olive, ginger root and cinnamon mixed with aquades and oil which 
are gathered and refined in the island of Java and Bali, Indonesia. All of the 
spices as listed above will be blended together and will be wrapped to the whole 
body (as a body mask) for couple of minutes to restore the body temperature (to 
balance the body temperature). It is highly recommended for recovery from 
illness such as cold and flu and recovery from intense activities such as hiking, 
lack of sleep due to overwork, and other kind of heavy sports. 
On the other hand, Murut is believed to aid in rejuvenating skins cells by 
exfoliating the dead skin cells and renew the skin cells by preserving the moisture 
of the skin long after the treatments. Murut is a Balinese tradition of body scrub 
as well as scrub for massaging in the form of powder which will be mixed with oil 
and water before the application onto body. The ingredients for the scrub are 
made from natural herbal ingredients such as turmeric, green coconut extract, 
coriander seed and ginger oil (Tamansarispa, n.d.). This treatment is not only for 
the maintenance the skin moisture, but it is also to cleanse and nurture the skin. 
The Murut is also believed to be beneficial for improving blood circulation (ibid).  
 
Additionally, prominent part of Balinese ritual is Herbal Spiced Bath. Herbal and 
spiced bath is a traditional Balinese ancestor’s recipes which are beneficial for 
body treatment, purifying, and body refreshing. It has been proved by some 
researchers in aromatherapy that the aromatic flavor of herbs, cinnamon, and 
clove is not just relaxing and stabilizing mind but also can reduce body odor. The 
spices will be poured into bath tub. 
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Below are the service offered and prices:	  
	  
Full Body Balinese 
Boreh(massage and mask) 
 
60 min 200 
Full Body Balinese Murut 
(massage and scrub) 
60 min 200 
Balinese boreh and murut 
(massage with Boreh and scrub 
with Murut) 
90 min 350 
Energising Full Body Massage 
with Essential oils and vapor 
-­‐ a customized offer as a 
unique combination of 
Balinese Boreh or Murut 
with essential oil and 
aromatheraphy vapor for 
deeper relaxation 
Aromatheraphy vapor : Jasmine, 
Frangipani, Mint, Lavender* 
120 min 385 
Balinese Herbal Spiced Bath 30 min 120 
Balinese Boreh/Murut + herbal 
spiced bath 
90 min 300 
Balinese full body 
treatment(massage, essential oil, 
vapor) and herbal spiced bath 
 120 min 350 
Table 32. Balinese Traditional Body Massage Rituals Price List 
	  
Those treatments can be combined with additional treatment : face and scalp 
massage with the same selected essential oil with extra 35 IDR. 
 
Aromatic Massage Treatments 
Aromatic Massage Treatments consist of several treatment using three main 
scrub flavours namely lavender, green tea, and frangipani. Interestingly, all 
aromatic massage treatments come with free aromatherapy vapor during the 
treatment.  
1. Lavender Massage and Scrub :  This aromatic massage offers a relaxation 
and healing effect with wonderful aroma that can eliminate fatigue, stress, 
and emotional problem in the same time. Composed by lavender flowers, 
olive, oryza sativa(rice), and vitamin E extract, the scrub is natural 
without preservatives and parabens-free (Londo Ayu). 
2. Green Tea Massage and Scrub : this  traditional body scrub is composed 
by green tea extract, oryza sativa, milk, powder and oil. Green tea scrub 
is beneficial for exfloating dead cells and enhancing skin.  
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3. Frangipani Massage and Scrub: Frangipani is a Bali flower that is blooming 
in Bali Island during all seasons with a relaxing smell. Bali flower has fresh 
fragrance smell which is good for vapor. As a scrub, frangipani is beneficial 
to smooth and brighten skin. The main ingredients are plumeria alba 
powder, nonfat dry milk and coconut extract. 
 
By choosing any of those flavours, customers may choose their own treatment 
preference and customize it. Those three kinds of scrubs are applicable for all of 
the aromatic massage packages. Below are the treatments and prices: 
	  
Full Body Massage and Scrub 
-­‐ massage for the back, 
legs, arms, shoulders, 
stomach, face, and scalp 
-­‐ scrub for the back, legs, 








Full Body Scrub 30 min 75 
Back, shoulders, stomach 





Additional fresh flower bath 10 min 55 
Additional Balinese herbal spiced 
bath 
10 min 40 
Table 33. Aromatic Massage Treatments Price List 
	  
Fruit Extract Massage and Scrub Treatment 
This is one of the unique selling point of Ubud Spa with an exclusive innovation of 
the scrub ingredients. Ubud Spa is bringing fresh juices with combination of other 
mixed ingredients as body scrubs. Mainly, these treatments involve fruit extract, 
non-fat milk or yogurt and other additional substances which will be blended 
together with sea salt or sugar to become a spa scrub. Fresh fruits that will be 
used are: papaya, avocado, lemon, and strawberry.  
 
According to Melissa Rousseau, holistic wellness consultant and nutrition 
educator, Papayas are loaded with vitamins A and C, which help repair the skin. 
Slathering it on your face also helps dissolve dead skin cells, eliminating dull-
looking skin (Dunham, 2013).  
 
While avocado, according to Jonathan Dubuque, co-founder of Level Naturals, is 
full of healthy fats and phytonutrients, and the avocado’s oil is actually used as a 
treatment for dermatitis or acne vulgaris disorder (Scheweitzer, 2011).   
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Thirdly, lemon is believed to help evict the dead skin cells and make room for 
new cell growth (ibid).  It is likely also brightening the skin and functioning as 
natural astringent. Moreover, lemon has a substantial natural lactic acid which is 
known as acidic acid (Borba, 2010). 
 
Lastly, strawberry which is known as sweet and juicy fruit, is rich of antioxidant 
and vitamin C (Dunham, 2013). No matter which fruit our customer will choose, 
the extract will be blended with either olive oil or honey. Olive oil as an additional 
mixture ingredient is rich of antioxidants, nutrients, and vitamins A and E in 
purpose as anti-aging. Whilst honey is known as natural anti-inflammatory, 
antiseptic substance that is likely to relieve blemishes, boils and zits. Not least 
important, yogurt and milk also take important role in this as scrub ingredients. 
Milk has protein that can nourish skin and yogurt has an acid or alkaline 
substance that can refresh skin (Schweitzer, 2011). The combination of each fruit 
with one or two of these additional substances will enrich its content of vitamins 
and nutrients. 
	  
Below are the further treatment explanations and price list: 
	  
Papaya and manuka honey 
scrub+massage 
60 min 150 
Avocado and sea salt 
scrub+massage 
60 min 150 
Lemon sea salt scrub+massage 60 min 150 
Strawberry honey 
scrub+massage 
60 min 175 
Additional non-fat milk or yogurt  25 
Table 34. Fruit Extract Massage and Scrub Treatment Price List 
	  
Teas and leaves yogurt body mask and massage 
Yogurt, tea and leaves can be the essential ingredients for nourishing, relaxing, 
and healing tired skin.  
 
There are four options as the main ingredients in this treatment namely 
chamomile tea, green tea, peppermint leaves, and frangrant pandan leaves. 
Following are the benefit of the usage of teas and leaves for wellness and beauty. 
o Chamomile tea : for soothing and relaxing results.  
o Green tea: calming and soothing irritation or burned-skin, antioxidant, and 
protecting body from free-radicals. 
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o Peppermint: these leaves are famous as one of the most aromatic leaves 
that produces fresh-odor, and it can relieve nausea, give a cool effect that 
can refresh a tired body. Furthermore, peppermint leaves can decrease 
headache, respiratory disorder and asthma, nourishing skin care, and 
works as an anti-cancer herb.  
o Fragrant pandan leaves: these leaves yield a flowery smell  similar to 
lavender or frangipani that can relieve nausea. 
	  
As well as the other massage treatments, this tea and leaves treatment  will also 
help the body and mind to relax, create a balanced-warm body temperature, 
smooth blood circulation with the additional advantages from the teas and leaves. 
	  
Below are the treatment package and price list: 
	  
Chamomile/peppermint tea 
yogurt body mask + massage 
60 min 120 
Peppermint/fragrant pandan 
yogurt body mask +massage 
60 min 120 
Additional honey/sugar/sea salt  20 
Table 35. Teas and Leaves Yogurt Body Mask and Massage Price List 
	  
Relaxing Wellness Body Wrap 
Beside body scrubs and Balinese Murut Mask, Ubud Spa also offers a body wrap 
which does not include a body massage but can be combined with  any other 
treatment. Nowadays, body wrap in a spa is more likely to be treatment where 
people are slathered with a body mask made of algae, seaweed, mud, clay, lotion 
or cream, then wrapped for 20 minutes to keep their body warm. Later the 
product is rinsed off. The body wrap usually ends with an application of lotion 
(technically not a massage). This body wrap treatment is sometimes called a 
body cocoon or body mask (Brown, n.d.). Ubud Spa offers unique combination of 
the mask with a touch of Indonesian traditional body wrap where the customer’s 
body will, at the end of the mask application, be wrapped in plastic. The customer 
can enjoy various kind of mask such as dead sea mud, shea butter, chocolate, 
and papaya enzyme. The benefits of each of those body wraps are: 
o Dead sea mud: help clearing the skin and body from toxins by improving 
blood circulation. Moreover, it helps to reduce the tension of muscle pain 
or pressured mind.  
o Shea butter: Shea butter is famous for its nourishing ingredients and it is 
beneficial for hydrating and softening the skin. 
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o Chocolate: Chocolate body wrap treatments are becoming increasing 
popular, because of the effects such as revitalize the body, alleviate 
stress, help the skin seem leaner and looks younger than before (Anon, 
n.d.). 
o Papaya enzyme: Papaya Enzyme Body Mask is very effective for drawing 
out impurities and purging toxins from the skin (Purisanti, n.d.). Ubud spa 
creates a unique formulation uses a traditional combination of papaya 
enzyme, frangipani or rose flowers with bangkuang extract to naturally 
brighten the skin after the exfoliation. 
 
Depending upon customer preferences and skin type, customer may add various 
additional ingredients to the chocolate cream such as milk, honey, strawberries, 
olive oil, and aromatic essential oils(jasmine, lavender, frangipani). In addition, 
customers may add other treatments or choose a package that includes scrub, 
massage and wrap. Below are the further details with price list:	  
	  
Dead sea mud/shea butter body 
mask 
60 min 150 
Chocolate/papaya enzyme body 
mask 
60 min 200 
















Table 36. Relaxing Wellness Body Wrap 
	  
After every body mask treatment, all customers will get a hot bath and body 
lotion application.  
	  
Traditional Wellness Reflexology 
Ubud Spa also provides reflexology for head, hands, shoulders, and feet. Two 
options of reflexology: 
- Foot Spa: 




Picture  5. Foot Spa with infused citrus and flowers 
	  
Foot spa is useful for eliminating fatigue and odor. Moreover it also has benefits 
for stimulating blood circulation with the simple massage when the feet and legs 
are soaked in the bowl. The foot bath will be followed by massage with essential 
oils or cream and body lotion application at the end.  
- Head, hands and arms spa massage: 
The customer will enjoy a traditional acupressure massage with pinpoint at the 
head, arms, and hands. Using essential oils or cream customer may choose a 
length of time which suits their preference.	  
	  
Foot Spa (feet, legs) 60 min 120 
Head, hands and arms 60 min 120 




Table 37. Traditional Wellness Reflexology Price List 
	  
Maternity and Post-natal Spa Treatment 
Asian women, as well as Indonesian women, have been known to set aside a 
confinement period of at least 30 days to help them recover after the changes 
brought upon their physical and psychological being. Most go on a strict regime of 
dieting and traditional treatments such as herbal baths, stomach binding and 
massage to help them relax and recover their pre natal shapes (Anon, 2009). 
These pre and post natal treatments will give lot of benefits for mothers.  
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Ubud Spa uses safe and 100% natural blended ingredients to ensure moms’ 
safety especially during pregnancy. The products used for maternity treatments 
(also for all treatments in Ubud Spa) do not contain any preservatives, artificial 
colouring, fillers, or toxin-chemicals. Ubud Spa strives to keep moms’ healthy 
inside and outside. Below are the treatment offers description: 
- Maternity/Pre-natal: 
This treatment is designed to give relaxation in preparing the giving birth 
process. The treatments are ranging from back and neck massage, body scrub 
and mask. 
- Post-Maternity: 
It is likely that pregnant women wish to get back to their original body shape 
after giving birth. Another problem is not just gaining weight during pregnancy 
but also losing skin radiance and subtlety. Also, it has been argued that some 
post maternity women suffer with “baby blues“, they might have stress and 
decline in vitality. Some of them realise of what they need to heal the complaint 
or disorder. On the other hand, some of them are too tired to take care of 
themselves rather than take care of their babies. Therefore Ubud will offer 
traditional treatment package for post maternity mothers. 
- Mom’s Relaxation Massage: 
This is a soft and tender massage by hand that focuses on the part of body that 
stimulate good physical condition as well as mind condition. Not only for 
stimulating blood circulation and recovering from the stress of giving birth but 
also to help to increase production of mother's milk. In addition, breast massage 
benefits to keep mothers healthy and strong, prevents lumpy milk, and 
maintains health condition of mothers during lactation. 
 
For both maternity and post-maternity, Ubud Spa is using trusted products with 





































Pregnancy Back and Neck 
Massage 
*Moms can choose between 
essential oils or body butters for 
massage 
60 min 120 
Maternity Body Massage and 
Mask 
*The mask selection is the same 







*Bust Firming massage 
* Back and neck massage 







Post-Maternity Complete Spa 
treatment 
*body scrub, massage, bust 






Table 38. Pre and Post Maternity Spa Price List 
	  
V-Spa 
This is an ancient Asian remedy that detoxes the vaginal passages using herbs. 
There are several advantages of this v-spa such as to ease menstrual cramps, 
balance out hormones and pH balance, and fight off uterus cancer (Adeeyo, 
2013).  
 
Ubud Spa uses 100% natural herbal and aromatic ratus which composed by 
spices and plant roots such as green tea, magnolia, vetiver, and patchouli. With 
those ingredients, ratus aso is able to heal an excessive amount of femininity 
mucus. The vapor which is produced from ratus steam can have a relaxing effect 













Picture 11. Ratus Ceramic Furnace (Aling, 2014) 
	  




V-spa with spiced bath 60 min 130 
Table 39. V-spa Price List 
	  
Make-up and Hair-do Studio 
This is done using Indonesian natural make-up PAC Martha Tilaar and Bare 
Minerals with beautiful colours which suits a natural daytime and evening look. 
The make-up ingredients used are free from chemical ingredients and suitable for 
all skin types including problematic or sensitive skin. Ubud Spa does not provide 
bridal make-up thus all the make-up and hair-do service are done for every day 
occasions. The stylists we will hire should possess a licensed certificate from a 
make-up and hair stylist academy. Since Ubud Spa is not just having the concept 
of traditional but also modern and feminine and also since our target is women, 
the ambience of the studio area will be decorated modern-stylish yet feminine 
look. The make-up and hair-do studio only consist of two chairs and tables which 
will serve only two people  at the same time, this is due to the service only being 




Picture 12. Make-up and Hair-do Studio (Ollie, 2010) 
	  
The make-up and hair-do studio only serves customers who buy any of the 
complete treatments such as full body treatment, or treatment combination. For 
every full body massage, scrub, mask and soak bath, customer will be charged 
with an extra payment (as much as IDR 250) for make-up and plus IDR 55 for 
hair-do. The make-up will take approximately 20-30 minutes and another 20-30 
minutes for the hair-do. 
Make-up 













Table 40. Make-up and Hair-do Menu 
	  
Jamu Drink 
Ubud spa provides mini-bar(Appendix 6) for fresh-made Jamu drink which will 
exist to serve both customers who order body treatment and customers who only 
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order Jamu drink. All  Jamu drinks are free from artificial sweetener, colouring, 
preservative, and soda. For the sweetener, Ubud Spa will offer various options to 
customers such as sugar cubes, cane sugar, palm sugar, honey, citrus, and 
cinnamon. Jamu drinks are ranging from original Jamu herbal and mixed Jamu 
with fruits and leaves. Jamu drinks can be served either cold or hot. Below are 
the options2. 
 
o Ginger(Zingiber officinale) 
Ginger is recommended for women who suffer from a queasy stomach 
caused by PMS(pre-menstruation syndrome), pregnancy-related morning 
sickness, or just to warm-up bodies especially to heal flu and cold 
symptoms and eliminating trapped-wind.  A review of clinical trials 
published in the journal Obstetrics&Gynecology concluded that the root (of 
ginger) is an effective treatment for nausea and vomiting during 
pregnancy. Additionally, some studies showed ginger’s great success 
combating nausea from chemotherapy (Moline, 2014). 
	  
Picture 13. Ginger Jamu (Khasanahherbal, 2012) 
	  
o Grass Pollen/Canedew 
Grass pollen is believed as immunostimulating substance (which means it 
can improve the body’s immune system). Moreover, grass pollen is 
composed with Cylindol A which can act as an anti-inflammatory to heal 
thrush and sore throats. Furthermore, it also helps to smooth blood 
circulation and reduce fever due to its diuretic effect. Based on my own 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2	  Some of the pictures of Jamu drinks were taken in Rozelia Regina/Ubud Spa 
Business Plan writer’s kitchen with some photography/visual effects 	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experiences, canedew is the best drink at reducing blood pressure and 
lowering blood sugar levels.	  
	  
	  
Picture 14. Canedew Jamu (Khasannahherbal, 2012) 
	  
o Sand Rice Galangal 
This is an Indonesian traditional Jamu which is believed to help refresh the 
body, relieve common cold and flu symptoms, and relieve stomach 
bloating. It is also likely able to heal coughing.  Usually this Jamu will be 
blended together with other herbs such as leaves (mint, green tea) and 
honey.  
For post-maternity women, this Jamu can help reducing pains, faster body 
slimming progress, and improving one’s appetite. 
	  
	  






o Ladies Tea Jamu 
Ladies tea jamu is mainly composed by temulawak/Curcuma rhizome 
which is an important substance to improve stamina and to keep one’s 
liver and kidneys  healthy. Curcuma rhizome is mixed with 
kencur/kaempferiae rhizome, honey, and for more flavors Ubud Spa also 
innovates with the taste by adding cinnamon or pepper to make it spicier. 
	  	  
	  
Picture 16. Temulawak Jamu (Nusantaracooking, 2014) 
	  
o Red Ginger 
Red ginger contains more gingerol compared with general ginger. The 
effect will be stronger than ginger especially for relieving pain and 
stiffness. Red ginger can be mixed with honey, milk, peppermint leaves, 
citrus or lemon. 
	  
Picture 17. Red Ginger Jamu 
	  
o Sour Turmeric 
Sour turmeric Jamu is composed of turmeric and Javanese tamarind. It 
has been argued that sour turmeric Jamu drink is useful to relieve PMS 
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sickness, promote smooth menstruation circulation, improve the body’s 
immunity, help body slimming process, and relieve heartburn.	  
	  
	  
Picture 18. Sour Turmeric Jamu 
	  
o Stiffness Tea Jamu 
Efficacy and benefits are to help relieving stiff and sore muscles, blood 
circulation, and maintain health especially for post-sport activities and 
post flu recovery. Stiffness tea is composed by gingseng, fructus/Javanese 
chillies, languatis rhizome/greater galangal/laos, and other additional 









Sand Rice Galangal 12 
Ladies Tea  15 
Red Ginger 10 
Sour Turmeric 10 
Stiffness Tea 15 
Additional fruit 
extracts(strawberries, lemons, 
aloe vera) or leaves (green tea, 
peppermint) 
5 
Table 41. Jamu Drink Price List 
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8  External Analysis, Internal Analysis, and SWOT 
8.1  External Analysis 
8.1.1  Macro Environment Analysis 
a. Political, Legal,/Law regulations and Governmental Factors 
-­‐ Government and national stability 
Post-Suharto(Old-era of governmental) Indonesia has made the 
transition to democracy. Power has been devolved away from the 
central government and the first direct presidential elections were held 
in 2004(since 1998 Indonesia has gradually transformed from an 
authoritarian state to a regional model and more decentralize). This 
factor has led Indonesia to a more stable political condition (Indonesia 
investment Coordinating Board, n.d).	  
-­‐    Indonesian government protects customers of “naughty” action that is 
done by salon or beauty clinics with law regulations. 
§ City Council Government together with police force of South 
Tangerang City, the region where Ubud Spa is located, frequently 
makes an execution at “naughty” spas (which can be described as 
spas that serve prostitution) in the area to protect the environment 
(HT, 2014). This regulation able to protect Ubud Spa and any other 
beauty spas in the area to stay legal in the business process. 
-­‐ Local Regulation of Tangerang City Number 13 year 2007 about 
permission to establish spa businesses in the city. Since Ubud spa is 
located in Tangerang City region then the spa license will be issued by 
local Department of Tourism which usually will take approximately 3 
months to process. 
§ This law regulation sets permit submission, permit issuance and  
prevents unnecessary legal hassles  
§ All spa and sauna businesses if found abusing their business permit 
will be pulled out and closed immediately. 
§ This factor warns all spa businesses to be careful in operating their 
businesses to get aligned with their business permit and legal 
regulations. 
-­‐ Government regulation number 52/year 2012 about competency 
certification and business certification in  the field of tourism, this 
regulation helps businessmen in tourism and the spa field to maintain 
their standards at improving their quality and maintaining their future 
sustainability (Indonesia Republic President, 2012). 
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-­‐ Human Resources or Spa Therapists should possess a competency 
standard and professional certificate that is issued by Professional 
Certification Agency (LSP) National Spa.  
-­‐ In addition, all spa industries  should qualify spa standards as stated in 
Tourism Law Number 10 year 2009 (Setiabudi, 2011). 
-­‐ Minimum Wages Law Regulation of Ministry of Labor and 
Transmigration Number KEP-726/MEN/2000 about minimum wages that 
is consisted of minimum wages in a province which is applied only in 
the province where the spa business is located.  
-­‐ South Tangerang City Minimum Wage 
Wage city council South Tangerang has enacted that City Minimum 
Wage(UMK) South Tangerang is 1000 IDR higher than Province 
Minimum Wage(UMP) Jakarta. 
-­‐ Disturbance Permit Fees 
South Tangerang City Mayor Local Regulation Number 13 year 2013 
about deduction, waivers, and retribution exemption about interference 
permission (UUG) (South Tangerang City, 2013). 
All spa businesses must possess this permit since every business will 
interfere with locals, neighbourhoods and environments. 
-­‐ Local Regulations South Tangerang City Number 7 year 2010 about 
local taxes 
§ Chapter V about Entertainment Tax 
§ Section II tax rates article 35 about : Entertainment Tax Rate is set 
as follows: massage parlors with spa facilities is rated at 30%. 
(Lembaran Daerah Kota Tangerang Selatan, 2010) 
§ The high tax rates effect the service price of spa businesses which 
can be a threat to spa businesses 
-­‐ Spa business license from local neighbourhoods, village, and 
districts,without this license, a spa business is threatened to be closed. 
-­‐ License from Health Department Indonesia Republic 
This license should be possessed to prevent lawsuit. 
-­‐ Law regulations of Ministry of Tourism and Creative Economy  
§ Article 15 paragraph (1) regulation number 10/2009 which follows 
article 14 that all businesses that sell drinks should be registered. 
This is a good policy from government since the selling of Jamu 
drink will be protected with a regulation to prevent any abusive 
sales and usage. 
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-­‐ Local Regulations Tangerang District Number 4 year 2004 about Public 
Order: Integrated Service Agency Licensing(BP2T) oversees spa 
business that over its function shut. 
§ All spa businesses should be aware of this law since some of spa 
businesses in Tangerang Selatan suffered with this issue 
(Joniansyah, 2009). 
-­‐ Personal tax Number 
§ This is a fundamental requirement aligned with Directorate General 
Tax Rules number PER/20/PJ/2013 
- Beauty Expert Practice License from Health Department 
Against these licensing rules, spa businesses are threatened to be shut 
and fined.	  
 
b. Economic Factors 
- Indonesia has undergone a resurgence since the 1997 Asian financial 
crisis, becoming one of the world's major emerging economies.  
§ Indonesia is the region’s biggest economy and a member of the 
G20 group of the world's richest nations. 
§ Market in Jakarta is led by traditional markets and modern high 
rises co-exist in the region's biggest economy. 
§ Investors are attracted by a large consumer base, rich natural 
resources and political stability, but often equally deterred by poor 
infrastructure, rampant corruption and growing calls for economic 
protectionism (Indonesia Investment Coordinating Board, n.d). 
§ However, nowadays due to the high exchange rate (weakening of 
IDR value to Dollar) that is likely to reduce consumer purchasing 
power whereas prices are increasing and cause high inflation rate.  
- In 2000 there was an increase of spa businesses in Indonesia (ibid) and it 
is predicted that this will continue. 
- Indonesia is a top tropical spa destination. 
 Asia has a huge market that is one of the fastest growing markets for 
beauty products/treatments, hence including Indonesia, the growth of 
beauty market is expanding across Asia (Franckie Venet, communication 
and export manager, Cosmetic Valley, a resource center for France’s 
beauty industry). 
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- In the end of 2012, it was stated that there were exactly 100,000 spas in 
Indonesia with an aggregate turnover value of as much as 16 trillion 
Indonesian rupiah (Laoli et al, 2012).  
- According to statistical data from Statistics Indonesia(BPS), there are 109 
spa and beauty salons in Tangerang City. 
- It has been stated too that the annual increase in the of number of spa 
businesses in Indonesia will continue to increase (ibid). 
- Tangerang City regional inflation rate in 2013 was 4.32% while 
Indonesia’s inflation rate currently (per July 2014) is 4.53%. However, the 
inflation rate  has remained stable over recent years. The high rate of 
inflation impacts consumers’ purchasing power. 
- The interest rate in 2014 was last recorded at 7.50 percent (Trading 
Economics, 2014) 
- Although Indonesia’s economic growth has been declining in the last 4-
years, which remains 5.2% compared with last year number which was 
5.78%. BPS statistical data shows that household consumption remains 
stable as a motivator for economic growth (Ab, n.d.). 
- Government tax rates for spa businesses is 30% (Lembaran Daerah Kota 
Tangerang, 2010). It is likely that because of the high tax rate, then there 
were many issues with spa businesses avoided tax payment for many 
years. 
- The 2011 survey also found that the middle class comprises 60.9 % of 
Indonesians, while the low income segment with a net income of below 
20.4 million IDR(US$2,162) per year was 22.1 percent of the population 
and the remaining 17 percent were those who have high income of more 
than Rp 65.6 million (Samboh, 2012). 
- According to our business plan, customer and market research, average 
income is 1-6.9 million IDR in the area of BSD City, Tangerang and 
Jabodetabek(Jakarta, Bogor, Bekasi town city). 
 
c. Social, Cultural, Demographic, and Natural Environment Factors 
- Ethnically it is highly diverse, with more than 300 local languages. The 
people range from rural hunter-gatherers to a modern urban elite. 
- In 2012, Tangerang City population was recorded as much as  1,918,556 
people consisting of 980,326 male and 938,230 female with approximately 
3.28% increase in population each year. Tangerang City has a balanced 
number of males and females, thus there is no threat to the  number of 
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target customers. The largest sub group of the population is the group of 
people aged 20-29 years old. Meanwhile, in South Tangerang, the district 
where BSD City is located, stated that in 2013 there were 157,000 people 
in this sub-group which was not the biggest sub group of population in 
Tangerang City. However, BSD City has gathered large number of visitors 
from outside BSD City. The population growth in 2013 was 3.63%. 
- In BSD City the population from all cluster residences is 101,276 people 
which in ICON cluster residence where Ubud Spa is located is 10,608 
people (Interview with Mr. Cameron, General Estate Department). 
- Annually, Tangerang City receives large number of visitors, either foreign 
or domestic tourists. The number of foreign tourists in 2012 was a 
5,569,571,151 and the number of domestic visitors was a 306,756  (BPS, 
2012).  
- According to statistical data in 2012 (BPS), 33.61% of the population 
works in the sector of services. This means that service sectors is the 
largest proportion of any other business sectors. 
- Monthly spending per capita for goods and services in South Tangerang 
was 25.46% in 2010,then dramatically decreased into 15.17% in 2011 
and slightly increased to 16.07% in 2012 (spending as much as 282,730 
IDR monthly). While for foods and drinks the spending of South Tangerang 
population remained 32.94% in 2012 which is lower than 40% spending 
percentage in 2010. 
- Population spending per capita monthly: 
§ Based on South Tangerang statistical data, the data shown in table 
below illustrates the amount of spending of the population. 
 
 
Table 42. Tangerang City’ Citizen’s Average Spending 
- According to our customer & market research, most of the people who live 
or work or frequently visit BSD City spend 300-500 thousand IDR for spa 
and beauty treatment purposes each month. 
- Indonesia is a country with one of the largest populations of Muslims. 
Statistics Indonesia(BPS) stated that the latest statistic shows that there 












2011 0 2.13 17.97 23.02 17.51 39.36 100
2012 0 0.55 12.1 23,68 15,13 48,53 100
Year
Group	  Average	  Spending	  per	  capita	  Percentage	  (%)
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are Moslem. Therefore, Islam plays important role in the society which is 
also in many fields a Moslem culture such as in the society’s rules in 
community and business fields. As a correlation, Indonesian women’s 
buying behaviour is also influenced by Moslem rules especially those who 
are wearing “hijab”, thus privacy is a fundamental factor for them. 
- Lifestyles/Buying habits towards spa/beauty treatment 
§ The high stress levels of the Indonesian community and the 
increasing needs of looking beautiful give lot of opportunity to a 
development of beauty salon and spa businesses in Indonesia 
(Renny, 2014). 
§ Active career women who earn 3 to 14 millions IDR monthly  exist in 
big cities including Tangerang and around west and south 
Jakarta(diagram 8) 
§ Buying habits: according to our research, customers spend 100-500 
thousand IDR each month for spa and beauty treatment.  
- Spa business development nowadays also gives a big opportunity as a 
tourist destination in the health and wellness tourism category. More and 
more people realize the importance of a healthy lifestyle  using natural 
ingredients or back to nature which has motivated spa development as 
one of the alternatives for health treatment for both the mind and body in 
traditional ways (Anon, 2014). 
- Ethical concerns 
§ Numerous number of Moslem women has driven salon and spa 
businesses to adjust their services to suit them. First concern is that 
Moslem women cannot visit a spa with male therapists or staffs. 
Moreover, importantly it is unethical that male therapist or beautician 
touches any part of the bodies of Moslem women.  
- Married or single status does not affect their preferences(according to our 
customer research) which is a good sign.  
- Indonesia has a rich of a variety of spas in some regions with strong value 
of culture as their basis. Indonesian Spa Association(ASPI) has highlighted 
9 spa regions,   starting from massages to traditional herb tratments, 
although there is also a possibility to expand to another region’s richness. 
The 9 therapies are Martup Batak, Batangeh Minang, Tangas Betawi, Lulur 
Jawa(Javanese Scrub), So’oso Madura, Boreh Bali, Batimung Banjar, Tellu 
Sulapa Eppa Bugis, and Bakera Minahasa (Sulistyowati, 2014) 
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- Spa is not just developed as tourist attraction but from the latest news, 
spa is also will be developed as health tourism destination (Sulistyowati, 
2014). This gives a big opportunity for the growth of spa businesses and 
for the marketing and promotion booster.  
- Indonesia is rich in natural resources including herbs, vegetables, fruits 
especially tropical fruits, and spices. Since Indonesia has a lot of supplies 
for the herbs,  so the herb producers do not need to import the resources 
and more alternatives can be created for Indonesian traditional herbs 
(Indonesia Investment Coordinating Board, 2011). 
- There is a trend that after spa treatment, it is recommended to consume 
healthy drink such as herbal tea to refresh the body (Anon, 2014). 
- The high demand, wide market segment and wide field, and the success of 
the business depends on its capital and srategy. This cause spa businesses 
to compete in both expanding their capital as well as improving their 
strategy. 
- Small-limited capital spa businesses offer door-to-door spa service. 
Medium to large capital spa businesses undertake franchise businesses or 
making their own businesses. This affects a high threat from competitors. 
 
d. Technological Factors 
The development of technology in the beauty and spa field has led to 
Indonesian traditional spas being slowly displaced by the modern and 
advance high-tech spas. One of the threat factors is Galvanic Spa 
technology which is for anti-aging. Another technology factor that is also a 
threat to traditional spa is the medical spa which is a spa that is combined 
with medical treatment. However, the new technology in preservation 
without chemicals is very useful for herbs and traditional wellness 
products. Furthermore with technology, spa products can increase their 
hygiene. 
 
e. Competitive Factors 
For complex business with >50 million IDR capital investment, SWOT 
analysis is the best tool for a detail competitors analysis. Competitor 
analysis is undertaken by considering several critical success factors 
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Table 43. Competitors Analysis 
	  










Dimension Score Gap 
Strength(+) 4 + 2 + Weakness(-) 2 - 
Opportunity(+) 1 + 1 - Threat(-) 2 - 
 
Bale Kupu 
Dimension Score Gap 
Strength(+) 5 + 2 + Weakness(-) 3 - 
Opportunity(+) 1 + 0 Threat(-) 1 - 
 
Mom n Jo 
Dimension Score Gap 
Strength(+) 5 + 2 + Weakness(-) 1 - 
Opportunity(+) 1 + 1 - Threat(-) 2 - 















Diagram 31. Business Positioning Map 
	  
Four quadrants start from top-right to bottom-left. Each quadrant has a different 
meaning. The most strategic position is in the first quadrant. Businesses in this 
quadrant have more strength than weakness. This position is very contrary with 
















After mapping the profiling, the focus would be on a competitor in the first 
quadrant because they are the real major competitor (Bale Kupu is Ubud Spa’ 
major competitor). 
 
There are several conclusions that can be drawn from the mapped competitors’ 
profile: 
-­‐ In terms of pricing, Bale Kupu is less expensive. 
-­‐ In terms of quantity, Poetre Spa is a dominant in the general spa competition 
 in Indonesia with 14 branches in and around big cities in Indonesia. 
-­‐ In the term of location, Mom ‘n’ Jo is the most strategically located. 
-­‐ Ubud Spa’ services and products are positioned in direct competition with 
 the major competitor. 
8.1.2  Industry Analysis 
According to Porter, the nature of competitiveness in a given industry can be 
viewed as a composite of five forces(Porter, 1998): 
a. Rivalry Among Competing Firms 
The main players in this industry are highly fragmented (the market 
consists of several small to medium-sized businesses). 
It is likely that there are approximately 16 spa venues, excluding mobile-
spa services and family reflexology and massage parlors, in BSD City. 50% 
of those spa venues are considered as male-specialty spas. Ubud Spa will 
only compete with family and beauty concept spas (approximately 8 other 
players in the spa market). Interestingly, the only spa competitor that 
targets, and our competitor that is positioned, as a women-specialty spa is 
Bale Kupu only, which means Ubud Spa has an opportunity to enter the 
market with a niche target market as a women-specialty spa. Moreover, 
there is no Muslimah Salon (Salon and spa for Moslem women) around BSD 
area whereas most women who need women specialty spa’s are Moslem 
women. Based on the number of Muslimah salon and spa and women-only 
spa in BSD City, rivalry among competing firms is low. Other conditions are 
that consumers can switch brands easily, fixed costs are high, rivals sell 
similar products/services, but still there is an opportunity to differentiate in 
the ingredients. 





b. Potential Entry of New Competitors 
According to Pearce and Robinson(2008), new entrants will bring a new 
capacity to expand the market or industry size, new willingness to capture 
market share, and substantial resources. If the barrier to new entrants is 
high and a new entrant wishes to generate a sharp reaction from existing 
competitors, then that new entrant will probably not give a serious threat 
when it enters the industry.	  
There are eight main sources of new entrants: 
1. Economies of scale 
Economies of scale are the cost advantages that enterprises obtain due 
to size, output, or scale of operation, with cost per unit of output 
generally decreasing with increasing scale as fixed costs are spread out 
over more units of output (Business Economics MBA NUBS Handout, 
2013). There is a tendency that in the spa business, in BSD City 
particularly, new entrants are willing to spend more to enlarge the size 
of their business and increase their output with wide range of services. 
In the spa and wellness sector, economies of scale are quite important 
since competitors such as Poetre, Mom ‘n’ Jo and reflexology spa are 
operated on a big scale of business therefore they can gain a high 
return. However, most of the recent growth has been in small spa and 
massage treatment businesses with between five and nine employees, 
this is excluding home-service spas which are operated individually.  
2. Product/service differentiation 
This can be a high threat since players in spa industry can innovate 
with the promotion strategy, and using new technology such as anti-
aging using RF face, galvanic spa, and microdemabrassion method for 
facial treatment (Poetre spa already uses these method). Inevitably, 
new technology in spas can be a high threat. 
3. Capital Investment Requirements 
Anyone can set up a beauty spa venue since there is no absolute initial 
capital requirement, surprisingly it can be started with only 1 million 
IDR . This is true due to the types of spa which can be set up. Mobile 
spas which are operated by individuals, as the therapist does not need 
any place or venue to serve spa treatments because they serve their 
customers in customer’s home (door-to-door). They receive orders by 
phone or text message, and only need capital for transportation, name 
card, and telephone bills. A second option for a mini spa is a home spa. 
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A beautician can establish as spa in her own home to avoid the rental 
expense. On average, a home spa only needs approximately 8 million 
IDR for capital investment. Since the initial investment to establish a 
spa is not very high, we can conclude that entry barrier is low. 
 
4. Switching Cost 
Typically, switching costs are minimal because customers do not have 
many “obligations”. They can apply or purchase a package or 
membership at a discounted price, which would obligate them to use 
the services or they could do single treatments at prices higher than 
the package rate, which would include no obligations at all. Spa 
consumers will continue to use the services if they feel it is beneficial 
to them, which is a part of developing brand loyalty. Therefore, 
because switching costs are very minimal, the potential for new 
entrants is high, thus, the level of competition is also high. 
5. Access to Key Suppliers 
The more difficult access to key suppliers is, the higher the barrier to 
entry. In this industry, accessing key suppliers is very easy because 
there are many suppliers selling similar products, all competing to sell 
spa products, especially nowadays there are a lot of new producers for 
natural ingredients body scrubs, body mask, body butter, and other 
spa products. So, this factor leads to low entry barrier. 
6. Government Policy 
There are several legal requirements needed to establish a spa as 
listed on page 56 (political factors). Some legal requirements such as 
having a; spa license, BPPOM (health department license for herbal 
drink), and building permits need longer time for approximately 3 
months maximum to process. However this factor does not give high 
entry barrier. 
7. Customer Loyalty to Established Brands 
Reasonably, a spa business can profit from a loyal base of customers 
and gain a significant advantage on new entrants. In addition, 
according to table 27(page 33), most of the respondents are not 
joining any spa venues and this means that the consumer loyalty in 
the spa business is low. 
8. Industry Profitability 
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It has been stated that the more profitable the industry, the more 
attractive it will be to new competitors. Most of the spa businessmen, 
who established a small-sized spa with low capital, got a return in less 
than three months (Wulandari, 2014). It can be concluded that this fact 
means that there is a low entry barrier. 
 
From those eight factors, it can be concluded that the threat of new 
entrants is high. 
	  
c. Potential Development of Substitute Products 
A substitute service for spas is a body and face treatment that can be 
done in people’s homes. The growth of in-home products has the potential 
to erode demand in some areas of the spa market. Some large beauty 
producers have produced spa packages for home treatment, just mention 
a few, there is The Body Shop, Martha Tilaar and Dewi Sri Spa that 
produce spa products for home treatment; therefore consumers do not 
need to visit a spa venue. For all the home spa treatment products 
consumer only need 100 thousand IDR which is much cheaper than doing 
treatment in the spa venue (Marthatilaar, n.d.).  
The fact that the spa service offered, with all the added services and 
features, is often branded as a “luxury” treatment, which places the spa 
industry in a wider competitive environment. 
Moreover, threats from service complementors, such as Health Spa and 
Fitness Club, are expected to put even more pressure on an already highly 
competitive market. This means that consumers tend to be the most price-
conscious. The  threat from substitute products is quite high. 
 
d. Bargaining power of suppliers 
David (2013) stated that bargaining power of suppliers affects competition 
intensity in an industry especially when there is a numerous number of 
suppliers or if there are less raw material substitution with good quality of 
materials or when the cost of switching to other raw materials is high. 
Firms may pursue a backward integration strategy to gain control or 
ownership of suppliers. Firms generally can negotiate more favorable 
terms with suppliers, when backward integration is a commonly used 
strategy among rival firms in an industry (ibid). 
The suppliers’ industry is highly fragmented (the market consists of 
several small to medium-sized companies), thus the switching cost is low. 
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Furthermore, some spa businesses produce their own home-made 
ingredients such as Poetre. Moreover, suppliers are in a less powerful 
position since the resource is not essential to the buyer and a lot of close 
substitutes are available. As a summary, the threat from the bargaining 
power of suppliers is low.	  
	  
e. Bargaining power of consumers 
According to David (2013), when consumers are concentrated, their 
bargaining power can represent a big power that affects the competitive 
intensity of one industry. The bargaining power of consumers is higher 
when the product/service they purchase is standarised or undifferentiated.  
However, some spas which are Ubud spa’s competitors, have directed the 
force of consumer bargaining power because of the price, even though it is 
high but they offer convenient venues and fixed-net price. The consumer 
only has two options – to buy the product or not. However,,this threat is 
quite high due to the low switching cost, buyer gets availability of 
information about spa venues and their offers to the customers. The high 




Bargaining Power of Suppliers : 
LOW
- No suppliers domination
- Suppliers are not concentrated
- Supplier group gives no 
significant threat of forward 
integration
- Large number of suppliers who 
offer similar productss
- purchases huge quantities 
from suppliers
-Low switching costs
-No critical products that should 
be ordered to specify supplier
Bargaining Power of Buyers : 
HIGH
- Large number of customers 
relative to all spa businesses
- Low differentiation among 
existing firms
- Low switching cost to use other 
produc/service
-buyer information availablity 
toward spa venue
- High power of consumer to 
force down prices
Threat of New Entry : HIGH
- Low switching cost
- low capital requirements for mobile and 
home-spa
- product/service differentiation-> new 
method/technology from new player/current 
player(s)
- economies of scale are low
  medium
- access to key suppliers are easy
- Government policy is not too complicated
Customer loyalty to particular soa venue is low
- High industry profitability
Threat of substitute products/
services : HIGH
- lot of substitutes: growth of in-
home spa products with low cost
- service complementors: 
health/medical spa and Fitness 
Club
- Customers able to change their 
buying behaviour
Rivalry Among Existing Firms: 
Low-Medium
- Steady market growth
- Number of major competitors 
is still low
- Muslimah spa or spa specialty 
for women is still a niche market
- Low switching cost





Picture 20.  Porter’s Five Forces for Spa Industry  
(in BSD City and around) 
	  
According to Michael Porter’s analysis of five competitive forces in 
industry, if Porter’s forces of competition are not threatening, the industry 
is attractive and there is profit potential(Porter, 1998),  If a company uses 
Porter’s five forces of industry analysis and concludes that the competitive 
structure of the industry is such that there is an opportunity for high 
profits, the company can elect to enter that industry or market.  
 
From the figure above, it  can be concluded that the industry is quite 




8.2  Internal Analysis 
Barney and Hesterly (2007), describe the VRIO framework as a good tool to 
examine the internal environment of a firm.  They state that VRIO “stands for 
four questions one must ask about a resource or capability to determine its 
competitive potential: The Question of Value, The Question of Rarity, The 
Question of Imitability, The Question of Organization”.  
 
Valuable resources identification: 
- R&D activities are able to increase product/service differentiation and 
perceived customer value. 
- Cost of production can be decreased by negotiating for lower material 
cost from suppliers. 
- As a newly established company, Ubud Spa has not been recognized, 
with low brand reputation. 
- Do you have  access to scarce raw materials or hard to get in to 
distribution channels? 
- Tightly integrated order to suppliers. 
- Therapists who have similar skills to the competitor’s, but who are also 
trained to formulate ingredients for treatment (unique capabilities). 
- Compared to rivals, Ubud Spa will serve Jamu drink and provide a mini-
bar selling herbal drink. 
 
Rare resources identification: 
Number of other companies which own a resource or can perform capability 
in the same way in spa industry.  
Meanwhile, competitors do not possess any capabilities or resources to 
perform the same way, however the resources and capability can be easily 
bought into the market by rivals. Thus this is a weakness. 
 
Costly to imitate resources: 
Competitors can easily develop a substitute resource since no patent to 
protect spa service or Jamu drink and does not require a high cost. to 
produce. 
 
Organisation(to exploit these resources) identification: 
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The organisational structure is designed to operate resources and each 
section responsible for the control system. However, strategic management 
process is not able to be assessed since since the company has not run at all. 
 
All of these identifications can be summarized in VRIO table below.  
	  
	  
Table 45. VRIO Analysis 
8.3 SWOT Analysis 
	  
Strengths: 
h Capability to produce fresh-made 
ingredients for spa treatments. 
h Trained therapists to formulate the 
materials. 
h An R&D commitment for ensuring 
continuous improvement and 
innovation of the product.  
h Strong relationship with suppliers. 
h Strategic location 
àThe Icon cluster resident is a new-
established residential area in BSD 
City(no spa venues around the area). 
à Located near target 
market(around Atmajaya University, 
"Intermoda" transportation area, BSD 
green Office Park, The Breeze 
Lifestyle Eintertaiment, Teraskota 
shopping centre, AEON Mall, Swiss-
Weaknesses: 
h Low brand equity & reputation 
h Product & serviceàare easily  
imitated. 
h Limited number of facilitiesàlow 
capacity. 
h Does not sell spa consumer 
products like rivals. 
h Public interest toward Jamu drink 
is easily mature/decline 
h The price is hard to force down 
due to high operating costs. 
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German University, Prasetya Mulia 
Business School dan Indonesia 





h Government law regulations to 
protect Beauty Spa’ brand 
reputation. 
h High growth of spa businesses in 
Indonesia in general. 
h Middle class population comprises 
61% of the total population. 
h High density of population in BSD 
City. 
h 5 Million foreign tourists and 3 
hundred thousand domestic tourists 
in BSD City(2012)àlarge size of 
target customers large population of 
Muslim women  
h The low number of beauty and 
wellness spas in BSD City which 
focus only on women, including 
Muslims  
h Indonesia is rich in the natural 
resources  and used to make  spa 
products.  
h New promotion booster from IICB to 
initiate spa businesses in Indonesia 
as a health tourism destination 
 
Threats: 
h High inflation rate.  
h Growth of small-limited spas with 
small capital e.g. door-to-
door/mobile spa 
h Growth of substitute service for 
spas (e.g. medical spa treatment 
that erode traditional treatment 
and galvanic high-tech spa) 
h Threat of substitute product for 
Jamu drink(tea, medication drugs). 
h High price sensitivity.  
h Low switching cost & low customer 
loyalty. 
h Low entry barrier for new entrants. 
h Well-known spa (franchised spa)is 
more recognisable than non-
franchise spas. 
Table 46. SWOT Analysis 
	  
9  Marketing Strategy & Implementation Plan 
9.1 Segmenting, Targeting, and Positioning 
Kotler and Keller (2009) described market segments as consisting of a group of 
customers who share a similar set of needs and wants. 
 
Below are the segmenting, targeting, and positioning of Ubud Spa.	  
a. Market segmentation: Ubud Spa is a beauty and wellness spa venue which 
provides convenient private  venue for spa treatment in the housing estate 
within area of BSD City, Tangerang, Indonesia 
b. Target market: Customer target is young adults  women(students) and 




Further explanation is illustrated in table below. 
	  
Geodemographic 
Age 17-29 (for young adult/student) 
30-40(career women/housewives) 
for Jamu drink: all ages(except: below 5 years old) 
Status Single, married 
Gender Women 





Region BSD City, Tangerang, Jakarta 
Psychographic 
Personality Quality oriented, privacy oriented, love natural products, 




To satisfy customers’ need of spa service with wellness 
purposes and high quality ingredients in BSD City area and 
around. 
Industrial Individual consumer 
Table 47. Target Market Clustering 
	  
c. Market positioning: Ubud Spa has positioned itself as a spa with natural 
and environmental friendly products using herbs and other non-chemical 
ingredients with traditional approach in beautiful-convenient venue. In the 
promotion, Ubud Spa also shows its position as green-concept spa with 
the meaning of the brand itself. Customers will not just be beautiful but 
also healthy without any side-effect.  
	  
9.2 Marketing Mix  
a. Product 
The products concept consists of products used in the treatment, service, 
with the quality to ensure the maximum level of customer satisfaction. 
Ubud Spa offers wide range of spa treatments, including maternity 
treatments, and customers may customize their treatment and the 
ingredients. Jamu drink as an additional service of Ubud Spa can be a 
refreshment either after or before the treatment. 
b. Price 
The pricing strategy is based on brand image rather than profit 
orientation. The image of a business can be reflected in its’ pricing 
strategy. A company may choose high price to set and sustain a 
prestigious image. On the other hand, a low price can be used to create 
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particular image e.g. by giving lowest-price guarantee. In determining 
prices, Ubud Spa gained market survey results and assessed the target 
customers’ price preference. Then, Ubud Spa adjusted the market survey 
with its positioning as a high-quality spa venue with high quality product 
and service.  
c. Place 
For this business, the specified location is in The Icon Business Park, which 
is located inside the Icon cluster resident in BSD City, Tangerang, 
Indonesia. From the map, BSD City is nearby the capital city, Jakarta, and 
54 miles to Bogor and Bekasi town. Located at South Tangerang district of 
Serpong, The Icon is surrounded by entertainment attractions, 
universities, and a transportation centre. Attractions are Ocean Park, 
AEON Mall, Teraskota shopping Centre, ITC Shopping Centre, The Breeze 
Entertainment centre, and famous restaurants. Also, it is a very beneficial 
location since the Icon is close to few universities such as Swiss-German 
University, Prasetya Mulya Business School, AtmaJaya University which 
are located inside BSD City. Day trains for commuters, buses and other 
forms of public transport are available in the area. 
d. Promotion 
As a new comer in spa industry in BSD City and Tangerang area, the 
company will focus on marketing communication with objectives of 
awareness and image creation. Furthermore, marcomm(marketing 
communication) should attract target customers and build their brand 
loyalty. However, still the only key to running spa business is to give 
satisfaction to customers. 
	  
Media: Strategy Plan: 
Internet&Social 
Media 
Facebook, Twitter and Path.  
Customers are encouraged to put the hashtag and they 
can get special promotion if they show their posts about 
Ubud Spa 
Written media Brochures, banners, advertisements  in women’s 
magazines (e.g. Femina), and BSD City community info 
magazine 
Partnership Green-natural living supermarket and yoga club(so that 
the loyalty membership card can be used in the 




For our target who are students we aim to gather 
partnership in promotion with neighbourhood 
universities such as giving free discount voucher in 
universities’ events 
For non-member, 20% student discount in happy hours 
and 10% in rush hours including weekend 
Association Ubud Spa plans to join ASPI (Indonesia Spa 
Association)  
à A spa will gain several benefits such as the 
availability of promotion media intermediaries as well as 
intermediaries to communicate with all spa 
businessmen, and to benefit from knowledge and R&D 




Mother’s Day                             30% discount all day 
Independence Day 
End-of-term Day(for students) 
Exhibition To promote and gain awareness of Jamu drink to public, 
the first step Ubud Spa will be to test the market by 
giving free samples or rent a booth in an exhibition fair 
in Jakarta(commonly Indonesian traditional culture and 
products Monthly Fair in Central Jakarta). 
Table 48. Promotion Strategy 
	  
Bale Kupu, Ubud Spa’s competitor, applies a loyalty programme with an 
incremental discount which goes as follows; on the first two visits the 
customer will get a 15% discount, the third and fourth visit will get a 20% 
discount, the fifth to seventh visits will get a 25% discount, and the eighth  
until tenth visit will get a 30% discount.  
 




Picture  21. Ubud Spa Loyalty Programme 
	  
For the first five visits, whether the loyalty discount will be given depends 
on the terms and conditions of the current promotion (there will be a 
monthly promotion).  The maximum discount will automatically be given in 
the sixth visit.  After completing six  visits, customers will get a 
membership card with several benefits: 
ü Members are able to repeat the loyalty discount scheme(start from first 
visit until sixth visit to get 30% discount which is not applicable to non-
member) 
ü Members may get a 10% discount on selected Jamu drinks. 
ü Members get booking priority by phone order, text messaging, and have 
no need to queue 
ü Free selected treatment service on member’s birthday 
 
The brochure design can be seen in the Appendix 5. 
 
e. Process 
A process is a mechanism, procedure, and an activity flow chain when the 
service is delivered to a customer (Zeithaml and Bitner, 2003). The 

























Diagram 32. Operation Process Map for Ubud Spa Treatment 
	  





















Diagram 33. Operation Process Map for Jamu Drink 
	  
By applying standard operating procedures, the process of activities will 




People are all the parties that have a role in the service delivered and 
influence the customer’s perception of the business (Zeithaml and Bitner, 
2003). People includes the company’s personnels: front-row personnels 
such as the operation manager, therapists, the bartender, the receptionist, 
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and the security officer and indirect-personnel who do not interact directly 
with customers: finance manager. Those are the elements that can be 
controlled by the human resources management system. By controlling 
people inside firm we believe that this will help us to achieve the 
objectives. 
 
g. Physical Evidence 
Physical evidence includes the environment and venue of the service and 
all tangible components that facilitate the activity. Physical evidence of 




Picture 22. Ubud Spa Front View Building 
	  
A traditional look can be seen with the Balinese umbrella at the side and 
natural stone decoration. The decoration will be refurnished periodically 
after five years to adapt and differentiate in  terms of physical evidence. 
Other pictures of the exterior and interior can be seen in the Appendix 6. 
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10  Operational Strategy 
The applied operational strategy is to have six working days from Tuesday-
Sunday (the spa will be closed on Mondays) with 8 hours service daily. Below is 





§ Operation manager 





§ Ask customer to fill the form to add personal identification, skin type, 
treatment preference, allergy list 
§ Offer Jamu drink(either before or after treatment) and allow them to sit 
in the Jamu drink bar 
§ Treatment process 
§ Payment and give loyalty card 
Output: 
§ Customer satisfaction 
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11  Human Resources Strategy 
Human resource strategy consists of: 
§ Recruitment 
o Ubud Spa sets recruitment standard especially for therapists who will 
directly interact with customers. Therapists should attain a certificate of 
spa therapist education such as diploma or certification programme.  
§ Selection 
o Therapist candidates will be selected  not just on their educational 
background  but also based on their personality and emotional 
intelligence. 
§ Competency development 
o Training will be undertaken annually to improve their skill. 
§ Compensation 
o Holiday allowance rewards will be given once a year and reward system 
for good performance by therapists will be in place. 
	  
  
	    
 95 
12  Financial Performance 
As part of business simulation, to know the estimation of initial investment is a 
fundamental factor(Gitman, 2006 : 44).  
Total requirement is structured from start-up asset which is set up from the start-




Table 49. Total Investment Calculation 
	  
There are three financial projection estimation: 
1. Cash flow 
2. Income Statement 
3. Balance sheet 
 
The primary aspect to financial plan is commencing, controlling, and developing 
the factors that generate, balance and boost the cash flow. Ubud Spa 
outperforms the break-even point by first year with a net profit margin of 50.8%. 
By quickly receiving our initial return while increasing sales, and managing costs, 
Ubud Spa will increase the net worth of the business for the ascertainable future. 
12.1  Important Assumptions 
The financial plan relies upon decisive assumptions, most of which are illustrated 
in the table below as annual assumptions or fix assumptions that will be used in 
financial projection reports. Interest rates, tax rates, and income tax rates are 






Two environment factors underlying assumptions are: 
- A strong economy throughout 5-year period, without major recession(to 
anticipate this it is assumed that the inflation rate will be constant in 5-
year period with higher rate than rate by research). 
- No significant changes to the spa industry, such as the demolishment of 
spa businesses. 
- Indonesia is still rich in natural ingredients(spices, herbs) for throughout 
the year and able to supply by themselves without exporting. 
	  
Below are the table that shows the external factors that become assumptions used in 
financial projection. 
	  
Assumptions : Year 1 Year 2 Year 3 Year 4 Year 5 
Inflation rate 10% 10% 10% 10% 10% 
Sales growth 10% 10% 10% 10& 10% 
Income tax: 
If revenue less 
than 25 
million IDR 










25% 25% 25% 25% 25% 
 Table 50. Financial Plan’ Assumptions 
 
Other essential assumptions which are applied for the whole calculation are: 
§ Currency used in financial plan is IDR (1 IDR=0.00005 pounds) 
§ 1 year=12 months(Ubud Spa will open throughout a year without 
temporary closed) 
§ 1 month = 24 working days(Monday closed)  
§ 1 day=8 hours=480 mins 
§ life time span for depreciation of machinery and equipments is 5 
years(straight-line depreciation method)  
§ cash payment for all services 
§ Prices are assumed to be constant(however in the sales projection it 
increased along with sales growth) 
§ All prices(for raw materials purchasing) followed standard prices in 
2014(Appendix 10) 
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§ Production aspects and raw materials are purchased with prepaid 
payment(no installment) 
§ Main raw materials: spices and herbs are purchased for both spa and 
Jamu production 
§ Materials(raw and finished) are estimated by ignoring the balance of initial 
inventory and ending inventory  
§ Maternity services are ignored in capacity and revenue calculation(since 
there is no evidence of the number of pregnant women in BSD City)	  
	  
Material Requirement Planning 
This step is related with demand estimation that is predicted to be fulfilled. 
Number of potential customers can be counted from people who work in The Icon 
Business Park and residents, employees of BSD offices, students and staffs from 
universities(in BSD City) with the assumption that averagely 24 people per day 
may visit Ubud Spa. From this estimation, according to the first 
scenario(optimistic scenario) with the full capacity(100%) of operation, spa 
treatment venue can accommodate up to 14 customers per day. From 
competition analysis, it is assumed that with  Ubud Spa’s capabilitity, it will 
accommodate 80% which is calculated as a second scenario(moderate scenario). 
Moderate scenario lies on the assumption that spa venue will not always have 
customers throughout the day).	  
	  
Optimistic scenario: Moderate scenario: 
Spa treatment customers/day=14  
Revenue/month= 59,880,000 IDR 
Spa treatment customers/day=11 
Revenue/month=47,048,571 
make-up&hair-do customers/week=8 
Revenue/month=  9,760,000 IDR 
make-up&hair-do customers/week=6 
Revenue/month=  7,320,000 
Reflexology customers/day= 24 
Revenue/month=69,120,000 






Total Revenue/month=147,400,000 Total revenue/month=115,928,571 
Table 51. Revenue Estimation 
A complete description is shown in Appendix 9.  
	  
Projected Income Statement/Profit/Loss 
Projected income statement is a systematic financial report about income, 
expenses, and profit/loss that is earned in particular period(Bogadenta, 2013). 
Below are the summary diagrams, the reports can be seen in Appendix 11.	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Break-even analysis assists interpret the revenue crucial to meet expenses. BEP 
in IDR is calculated to show the exact period of investment return gained. It can 
be concluded that the BEP already reached in year 1 with total BEP in sales(IDR) 
is 396,664,580 which means >375,286,000 according to optimistic scenario and 
411,731,424 from moderate scenario;while the net profit from optimistic is 
913,109,100 and 629,866,239 from moderate. Since the net profit is already 
positive then it can be concluded that this business is able to earn profit in year 
1(Appendix 11). 
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Aligned with the result of P/L, positive cash flow also occurred in year 1 as 
829,099,633 IDR from scenario 1 and 577,328,201 IDR from scenario 2.  
 
 
Diagram 36. Net Cash Flow4  
IRR Criteria 
Internal Rate of Return is a condition where Net Present Value(NPV) =0. This 
calculation is recognized as an accurate formulation in estimating return level of a 
business(Prasetyo, 2010). In this business plan IRR is calculated by Excel®. Take 
optimistic scenario, IRR value is 253%(moderate scenario IRR value=185%). The 
question is, does this mean rate of return is that great. The answer can be ‘yes’, 
due to in beauty and spa business as well as foods and beverages business 
margin can reach 100% or more per product/service. 
Either IRR or BEP, commonly for business plan BEP is the easiest way to evaluate 
the return of investment which we can sum up that according to Ubud Spa 
financial projection, in year 1 Ubud Spa gains profit and feasible to be 
implemented. 
 
Balance Sheet for both scenario is in Appendix 11.	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  









Year	  0	   Year	  1	   Year	  2	   Year	  3	   Year	  4	   Year	  5	  
net	  cash	  )low	  
net	  cash	  Glow	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13  Milestone of Business Plan Implementation 
	  
Milestone Start date End date Activity 
Complete 
Business Plan 
1-July-14 12-September-14 - 
Planning 2-January-15 30-March-15 Renting homestore, 
renovating and 










register by health 
department) 
    
Hire Managers 1-April-15 30-April-15  




1-March-15 15-April-15 Products trial to 
public(test the market) 




1-June-15 15-June-15  
Distribute 
brochures 
23-June-15 30-July-15  
Opening 
preparation 
1-March-14 30-June-15 Materials purchasing, 
final business 
simulation at Ubud Spa 
venue 
Soft launching 1-July-15 30-July-15 Initial operation: doing 
promotion and 
marketing campaign 
Grand launching 1-August-15 31-August-15 - 
Table 52. Milestones 
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14  Conclusion 
We have conducted this business plan to the most precise analysis and the 
business appears to be feasible under all realistic scenarios(optimistic and 
moderate scenario). 
 
We strongly believe that we have identified a substantial new venture based on 
our unique and appealing offers. The conclusion from our comprehensive and 
detailed customer and market analysis is that most of the respondents who were 
100% females are interested in our spa concept and since the competition for 
uni-genders spa venues is quite unattractive, therefore Ubud Spa which 
specialized for women only is still in niche market in the industry. Furthermore, 
based on this analysis, we have formulated a dimensional strategy as our 
competitive edge strategy to ensure our sustainability. 
 
We have an adjustment continuous process to ensure that our ingredients can 
suit customers’ needs. We have a well-qualified management team, with the 
owner with relevant experience in business and strategy, and staffs that are 
eligible aligned with Ubud Spa’s recruitment standard. 
 
Our financial projections are traditional, yet still prove a very profitable business. 
As previously explained in our analysis, we are confident with our business in the 
future especially that our BEP that is reached in first year; moreover we strongly 
believe that this business is feasible to be implemented immediately according to 
our milestone plans.  
	  
	  
	  
	  
	  
	  
	  
	  
	  
